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“Silver Fashion” enters the silverware market with ail the dazzle of a star being born. Not only is it 

a raving beauty of a pattern, it is also split-second timed to meet the demand for ‘‘the romantic look’’ 

in home furnishings. And it is DeepSilver... the fabulous silverplate inlaid with sterling at touch-points 

of most-used forks and spoons and lavished with so much extra silver all over... only solid silver compares! 
LIFE MAGAZINE'S great audience will see “Silver Fashion” over and over again this spring. You should see 
it, now! Write, wire, phone: Holmes & Edwards, The International Silver Company, Meriden, Conn. 


A new concept in silverware...a new standard of quality! Holmes & Edwards 


eepoilver 


Made by The International Silver Company, Meriden, Conn 








Haney qo Bf Piamonds 


Right in the heart of the European market we 
have our own offices constantly combing 

the markets to bring you the best values 

in fancy cut diamonds available. That is 

why hard to find diamonds are always in 
stock at William Levine with prices that 

defy competition. Marquises, emerald 

cuts, pear shapes, triangular cuts and 

heart shapes...all colors every quality 

in the sizes you want, to be shipped 


to you on memo at once. 


1. ; ~ 
William Levine (€ ompany 
IMPORTERS AND CUTTERS OF FINE DIAMONDS 
29 East Madison Street ° Phone CEntrai 6-3700 ° Chicago 2, Illinois 


Branch Offices: New York . Antwerp 
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THE JEWELER AND HIS DIAMONDS 


Diamonds Make |t a Jewelry Store 
Talking up the Trends in Engagement Rings 
Diamond Windows: Your Constant Salesmen 
Taking the Mystery out of Diamonds 
industry and Public Protection 

Measuring Diamonds | 


MERCHANDISING AND PROMOTION 


if | Were a Jeweler 

The Rising Volume in Radio Sales 

Customers Are People Too 

New Business Tool for the Jeweler-Watchmaker Team 
Designing a Store as a Sales Machine 

Showmanship in Business: Act IV 

Sales Training: A Cooperative Affair 

New Business From Old 


TABLE TOP FASHIONS 


Table Top Fashions and Home Accessories 
China, Glass and Giftwares 
Profiting From a Handicap 


GENERAL 


Call From the Wild: An African Jeweler Seeks Help 
A JC-K Aid to Selling Fine Jewelry 


TECHNICAL 


Baroque & Cabochon Quartzes Broaden the Jeweler's Horizon 
Workshop Questions and Answers 


DEPARTMENTS 
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Briefly-Capsule Summaries of News of the Trade 
News Section 

Coming Events 

Manufacturers’ News 
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CIRCULAR-KEYSTONE 


THE COVER 

Because diamonds distinguish your 
establishment as a jewelry store, 
they deserve all the attention and 
devotion you can lavish upon them. 
What you know and feel about dia- 
monds, how you inspire consumer 
confidence in yourself and in your 
store, how you promote these pre- 
cious stones for all occasions—these 
things will determine how well you 
sell them. For a view of the impor- 
tance of diamonds, advice on selling 
and displaying them, and examples 
of specific promotion ideas, turn to 
the series of articles beginning on 
page 68. 
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He’s happiest when things “add up” for his retail jeweler account. lt makes dollars and 


sense to him that diamond ring sales are up while diamond inventory is substantially 
decreased. And the remount business was never such a plus-profit factor before the 


boss stocked Duet Custom Set rings. 


a ey ae ee 


@ SET CENTER STONES in seconds WITHOUT PREVIOUS EXPERIENCE. 


@ MAKE ON-THE-SPOT REMOUNT SALES. 
© SHOW A LARGER SELECTION OF STYLES and at the same time SAVE EXPENSIVE 


DIAMOND INVENTORIES. 
Write today for full particulars and the name of your nearest distribytor. 


KUSHNER & PINES, 1HC. 15 wos 47m strect, Now York 36, M. ¥. 
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Most people “Remember the Alamo,” but... 


do they know where to locate the fine jewelry, 
silver and nationally-known watches you carry? 
Give them the information they want to know— 
your name, address, telephone number and other 
essential facts of your business — through the 
‘Yellow Pages’ of the telephone directory. 


The “Yellow Pages’ are America’s most used 
buying guide—have been for more than 60 years. 
And millions of messages in 17 leading national 
magazines are reminding men and women at 
home and in business year after year to find you 
fast in the ‘Yellow Pages.’ 


That's why it pays to advertise under the 
‘Yellow Pages headings that can mean more 
phone-in or walk-in sales for you. 


ye eee 
Find Your 
Nearest Dealer 


in The 
‘Yellow Pages’ 














Advertisers of branded products are using this 
emblem to tell prospects how to find their dealers. 


ASK THE “CLASSIFIED” MAN FOR DOLLARS-AND-CENTS DATA ON ‘YELLOW PAGES 
ADVERTISING. HE CAN BE REACHED THROUGH YOUR TELEPHONE BUSINESS OFFICE. 
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Winning the acclaim of 
manufacturers, wholesalers %* 
and retailers everywhere 


Everyone who has seen these new settings, everyone 
who has shown them to retailers, everyone who has 
presented them to consumers . . . everyone who 
recognizes this new way to add 
momentum to diamond selling 
‘ae - is enthusiastic about “Spectacu- 

light’! Just you SEE it! 


the amazing new 


i Gy sl 
diamond settings 


10, 11 or 12 melee ingeniously surround the cen- 
ter diamond to create the illusion of four times 
the actual weight and about twice the spread. 






















LOOKS LIKE 
THIS DIAMOND 
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# THese © 

No. 195/4706 (Engagement 

ring). 

No. 45/4706 (Wedding ring) The *4 ct. spread and the | ct. spread are available 

for use with lock sets as well as conventional sets. 

Any of the above sizes of settings can be used on 


any of the ring styles illustrated or on most of the 











comparable rings we manufacture 
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% CT. SPREAD , 1 CT. SPREAD ! 1% CT. SPREAD 2 CT. SPREAD 
O8 to .11 center 17 to .19 center ' .24 to .26 center ' 278 to .31 center 
No. 195/4985/2 (Engagement 10-.01 melee ! 12..01 pt. melee | 11-01% melee , 10-02 pt. melee 
' j 
’ ' 


ring). No. 4886/2 (Wedding ring) 
1/150 to 1/100 pt. melee. 








FOR MEN'S DIAMOND RINGS 
es 


| 
' 
' 
' 
i J 
10% M/M i 10% M/M 
j 
i 
j 
J 
' 








9 M/M 7 M/M 
No. 2011/1 No. 2011/72 No. 7011/3 Noe. 2011/4 
O8 to .1!1 center 17 to .19 center 24 to 26 center 78 to 3! c5onter 
10-01 melee 12.01 pt. melee 11-01% melee 10-.02 pt. melee 





FREE ‘Speccaculiphe” 


MAT SERVICE with all 


orders for complete ring mountings 





No. 195/4991/13 (Engagement 
ring). Mo. 4591/13 (Wedding 


ee ee Distributed through Complete ads, 2 for insertion wher 
Leading W holesalers papers by retailers, are now available. 


(Clipe » Creators, Designers and 
Manufacturers of ‘Perfect Ring Findings” 


RARLAN & BLEIGHERAIN, 


136 W.52nd ST., NEW YORK 19, N. Y. 
OFFICES IN CHICAGO AND LOS ANGELES oo® 
Man's ring Me, 9073/2011/4 STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 














NOW...two unusual opportunities 
to sell more silverplate at a profit 
...conyert inventory into dollars 


Everyone wins with Stegor’s new practical approach to 
silverplate merchandising —- an unbeatable combination of 
quality silverplate at low, low prices. 

Your customers will cheer when they learn they can 

buy a big 57-piece set of Stegor Silverplate at a $52 
saving, including the 5 most-wanted serving pieces. 

They'll buy and buy, for themselves and for gifts. 

You'll profit through volume sales ... plus a novel, 
realistic plan that enables you to use your Stegor 
Silverplate inventory for this exceptional consumer offer. 


ACT NOW! Offer limited to orders specifying shipments from April 1 to May 31 only. 
Write, wire, or phone for special brochure outlining full details including powerful selling aids! 


GRACIOUS LIVING 57-PIECE CHOICE OF 2 CONVERSION KITS 
SERVICE FOR 8 AT PUTS NEW LIFE 
BiG $52 SAVING FOR YOUR CUSTOMERS IN YOUR INVENTORY 
Includes: 
FIVE MOST-WANTED SERVING — converts any Stegor Combination 
PIECES ....+ + «+ © « $25.75 value unit to full 57-piece Gracious Living 
1 large flat or round server Set for only $20.00 
l large cold meat or serving fork | ; 
1 gravy ladle Here's your opportunity to move your 
] carving knife 
1 carving fork inventory of Stegor Silverplate Combina- 


DELUXE DRAWER CHEST . $22.50 value tion Units at a healthy profit margin. 
52-PIECE SERVICE FOR 8 : $93.50 vaiue Order conversion kits at only $20 net 


16 teaspoons 8 place spoons 
8 place knives 8 salad forks 
8 place forks 2 large serving spoons inventory, and come up with appealing, 
1 butter knife 1 sugar shell 


F.O.B. Providence. Combine with present 


attention-getting Gracious Living sets 
TOTAL RETAIL VALUE... . . $141.75 


; your customers are sure to £0 for. 
COST TO CONSUMER ..... 89.75 


CONSUMER SAVES .....+ + + $5200 


You make your full profit 
«++ you get your regular trade discount 


VEGOR 


Crerling 


STEGOR DIVISION . thing to 


The Gorham Company, Providence 7, R. 1. [he ner 


Telephone Williams 1-1000 
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PLAIN, CHANNELED and 
AZURED RING BLANKS 


> line of ring blanks includes a complete 
assortment of shapes and styles designed to meet 


every requirement and all your varied needs. 


You will find plain blanks in all shapes and 
widths, rim rings for wide ornamental bandas, 


channeled and azured rings for any size diamonds. 


When using our line, it will be apparent to 
you that production has been carried forward to 
the point where a minimum of labor is required 
to turn out the finished piece. For recognized 
quality, the Baker PLATINUM settings and find- 


ings are the choice of the industry. 


We present our entire line, the largest avail- 
able, in 10% Iridium-Platinum, Jewelry Palladi- 
um and Gold. Our settings, findings and ring 


blanks are all die-struck. 





PRECIOUS 
METALS 





113 ASTOR STREET, NEWARK 5, NEW JERSEY 
NEW YORK + SAN FRANCISCO + CHICAGO « LOS ANGELES 





YOU'RE THE WINNING CANDIDATE 








7 ide . bi a 
Phousands of jewelers have discovered this way to get and keep customers. For, as a 
result of a Anow Your Jeweler promotion, those customers are again shown that quality 
merchandise backed by quality services can be found only in the Quality Jewelry Store. 


This is how a Know Your Jeweler 
campaign gets started 


l. A member of your jeweler organization simply 
writes to [he Watchmakers of Switzerland for the 
Know Your Jeweler Campaign Organizer. 
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IN AKNOW YOUR JEWELER CAMPAIGN 


I Mailed at once, the Campaign Organizer outlines 
every step it will take to set up a city-wide Know 
Your Jeweler promotion. How to organize your com 
mittee... how to secure support from all jewelers 
... how to arrange for publicity and news coverage 


through all media— newspapers, radio, TV. 


EE 





| Monterey Peninsula Herald 


AVOW jon JEULLER 
Specialist in Pleasant Surprises 





















You can start a 


Know Your Jeweler campaign Now! 


If you are a member of a jewelers’ guild or associa 
tion, write to your executive officer urging the group 
to plan and execute a Anow You Jeweler campaign 
through The Watchmakers of Switzerland. 

If you are an executive of either a state guild or local 
organization, write direct to The Watchmakers ol 
Switzerland Information Center Inc,, Department 
KY], 730 Fifth Avenue, New York 19, New York. 


/ 


Everything is right here 


Cc y P ® > 
7 3 t 
: 


3. lou se examples ol successtiul 


Know Your Jeweler campargns — sales 
provoking promotions that have worked 
wonders g6 times in cities trom coast to 
coast since 1951! You read tresh, interesting 
editorial material prepared by [he Jewelry Industry 
Council and The Watchmakers of Switzerland, 


to get you and every jewelet 


in your community moving toward greater sales and profits 








YOU'LL KNOW RESULIS—WITH A 
KNOW YOUR JEWELER CAMPAIGN! 


Just last fall, the jewelers of Rock 
lord, Illinois, staged a Anow Your 
Jeweler promotion, Result: More 
than 6000 out of a population ol 
almost 100,000 entered at least 
one ol Rocklord’s jewelry stores 


during that week! 








AGAIN, TELLING MILLIONS OF CUSTOMERS THROUGH NATIONAL ADVERTISING — 


“For the gifts you Ul give with pride 


¢€ Ofs 
6? +> 
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s 
The WATCHMAKERS : 
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let your jeweler be your guide” 


SWITZERLAND 
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ri More jewelers want more entry blanks 
for J-B’s “STOP THE MUSIC” because more customers want ‘em! 


“Stop the Music” is more than advertising ... more than a way to tell your 
customers about J-B watchbands. And Bert Parks is more than a star— 
he’s a salesman. Together, they give you 1956 merchandising .. . to bring 
more customers into your store for every item you sell. And that’s the kind 
of advertising we like to do. Jewelers like it, too. Want to hear 

a few typical comments? 


HERE’S WHAT JEWELERS SAY: 
“Demand great! Send triple quantity!”... HOUSTON, TEX. 


“Gave out all cards first day out. Sold plenty of J-B Bands, too!” 
.. INDIANAPOLIS, IND. 


“Lots of action. Sell J-B bands like hotcakes!”’ ... ROBINSON, ILL. 


“People now ask for a‘J-B’ band. Your advertising is paying off!” 

.. BALTIMORE, MD. 
“Very good program. Everyone says Bert Parks is tops. Using lots of entry 
cards and selling bands.”’... EVERETT, WASH. 


“Very good thing. Builds heavy store traffic.” ... LEETONIA, OHIO 


“J-B Bands are wonderful! So is Stop the Music. Glad to be 
aboard.” ... JOHNSON CITY, ILL. 


Keep up with what's NEW from J-B. .. because there’s more 
news from J-B all the time! Meanwhile—promote “Stop The Music’”’ 
to promote your own sales—and call your J-B distributor now 
to climb aboard the J-B Stop The Music bandwagon. He has 
everything you need to start the traffic flowing to your store. 





JACOBY-BENDER, INC., Northern Boulevard & 62nd Street, Woodside 77 Long Island, N. Y WATCH BANDS 

















GHERATON-BILTMOR 


The Industry Presents 
JEWELRY CONVENIENCE... 


All exhibitions under one roof in airy, well-lighted rooms. 
In All Categories 
You can make your appointment easily and quickly. 
* COSTUME JEWELRY 


© RINGS 
* WATCHBANDS 


® COMPACTS BE FIRST .- e.¢ 


* NOVELTIES AND See the latest in jewelry styling (and allied lines) from Amer- 
ACCESSORIES 


ica’s leading manufacturers. 
in All Qualities 
Including .. . 


Cover more lines in less time. 


BASE METALS 
PLASTIC 
ALUMINUM 


STERLING SILVER de not emberrass participating manufacturers by 
GOLD FULED 


asking for admittance. 
KARAT GOLD 


RETAILERS: This show is for wholesalers only. Please 


Make Your Reservation Now At Your Favorite Providence Hotel 


UNITED JEWELRY SHOW 


SHERATON-BILTMORE HOTEL, PROVIDENCE, R. |. 


Tue JEweLers’ CIRCULAR-KEYSTONE 








COAST-TO-COAST 
REPRESENTATION ! 
SHOWROOMS: 

CHICAGO—Merchandise Mart 


NEW YORK—225 Fifth Avenue 
LOS ANGELES—Brack Shops 


¥ 
) | ° DALLAS—Merchandise Mart 
by J) Tobin Boutique MIAMI-46 SE Eighth St. 
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/] 















Sparkling rhinestones in fascinating 
settings of hand decorated porcelain. 
Turquoise and pink accented with 


bright gold. 

No. 90044 $5.00 4 pe. set 
No. 90043 6.00 4 pe. set 
No. 90045 3.50 4 pc. set 
No. 90046 6.60 doz. 


No. 90041 (15.00 doz. asst’d. 





No. 90045 











\ | No. 90046 
No. 90041 GEO. ZOLTAN LEFTON, Imports 
eg wrisant — es NEW YORK SHOWROOMS MAIN OFFICE and SHOWROOMS 


Suite 1129 1550 Merchandise Mart 
225 Fifth Avenue Chicago 54, Illinors 


F.0.B. Geo. Z. Lefton, Chicago Warehouse or 
F.O.B. Lefton-Pacific Inc., Los Angeles Warehouse 








| (You GET: 
e 4 Ronson Shavers at the 
same unit cost you usually 
R 1 hy S () N pay for 6 or more shavers! 
PLUS 
@ FREE! $8.95 Ronson 
Table Lighter! 
@ FREE! Exciting Display 
Unit! 
@ FREE! Shaver Facts Book 
’ to Help You Sell! 
= | © FREE! Colorful Tie-In 


a Streamers! 








THE NEW-TYPE RONSON SHAVER 
is an established sales success, 
thanks to amazingly thin shaver 
head that lets cutting blades get 
closer! And, Ronson’s exciting 
new “Sunburst” Display really 
sells! The shaver seems to shoot 
out at your customer from 


center of three dimensional 
FREE! SMART RONSON TABLE 
LIGHTER, Ronscn’s Tempo, is 
a steady seller. Has flowing 
message discs. Entire display modern lines. Backed by 
made of durable, permanent national advertising. $8.95 


plastic, wire and wood. retail value, no tax. 


sunburst! Shaver is surrounded 


by four hard-hitting sales- 








HERE’S HOW THE BIG NEW RONSON RS-4 OFFER WORKS: 
4 Ronson Shavers (#84007, Plastic Case) at $19.95 each retail........ $79.80 
You pay, on special “deal” basis, (4 shavers regularly would be $51.87) 47.88 
Your Shaver profit (your regular profit on 4 shavers would be $27.93) | ee 
Your “Plus Profit” Tempo Lighter, retail 


YOUR TOTAL PROFIT (Per cent profit 460% ).... 





Maker of the world’s greatest lighters and electric shavers 
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_ GOLD- PLATINUM PALLADIUM 
















116-5 216 1123 


KEN 6O9KQ aw 
1124 1126 1137 SERIES 800 









Ww :  —_—__i ence 
rite for Free Illustrations 
of Various Styles 












\SERIES 440 


ee a all 





karat’ REFINERS & SMELTERS , _ RWeLERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


For Best Results Send us your Sweeps, Filings and Scrap 





JOSEPH B. COOPER & SON inc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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works to build 


profitable sales 


for you-the jeweler! 


. . » Our sales strategy in a nutshell—build consumer excitement, 


> 
; 3 : 3 
‘= and focus it squarely on the jeweler. It’s a strategy that Hamilton 
* Product Line follows consistently! 
* Distribution 7 | : | | 
* Consumer Advertising — oe of poe my look at cv page - = nesoe™ care- 
« Dealer Promotions uly. _ ton acai uces = entirely new Five-f eature ine for 
women, News to you? It will be to the women, too... the kind of 
news that makes people take a long look at their old watches, and 


decide to come to you. 


During the next two months, nearly 20,000,000 people will 
see this powerful full-color page in the publications listed below. 
Many of them will be women. The remainder will be men thinking 
about gifts for wives, mothers, daughters and sweethearts. 


THIS WEEK THE NEW YORKER 
PARADE NATIONAL GEOGRAPHIC 
FAMILY WEEKLY CHARM MADEMOISELLE 


Hamilton is the national watch brand you, as a jeweler, can pro- 
mote with the knowledge that you will reap the rewards. Write 
to Hamilton for help in tying-in with the big Five-Feature women’s 
watch promotion, 


HAMILTON WATCH COMPANY 
LANCASTER + PENNSYLVANIA 











L 


ee 
’ 


LEFT. TINA  GOLD-FULLED CAGE, WITH ORaceLeT, $75.00 RIGHT CAPRICE ‘x GOLD. WITH HARMONIZING CORDETTE. $85.90 PRICES ine Ot FLOOR AL TAR 





Oust ol: of romilton design, 


New watches that stamp you a woman of fashion 


Here are the newest Hamilton watches — created to accent today's pared-down 
Ask your jeweler to show you Hamilton's 


new FIVE.FEATURE watches 


slimmer lines. They're striking fashion accessories. But just as important, they re 
five-feature watches, built to supreme Hamilton standards for practical 
trouble-free timekeeping 1. 22 jewels 4 Anti-magnetic 


_ 27. Shock-resistant 4. Guaranteed 
hese trim, exquisite models are the first in Hamilton's newest series of women’s 


3. Fully adjusted lifetime mainspring 
watches — literally the finest made in America. All have 22 jewels. All are 
shock-resistant, fully adjusted, anti-magnett and powered by Hamilton's guaranteed 
lifetime mainspring. Only Hamilton offers these five features in womens watches 
And they're cased in trend-setting beauty! Ask your jeweler to show you r] 
these newest Hamiltons! Hamilton Watch Company, Lancaster, Pennsylvania. < 
A 


HAMILTON OFFERS 4 COMPLETE SELECTION OF FINE WATCHES FOR MEN AND WOMEN. FROM $39.9 TO 4/'0.000 THE FINEST WATCH MADE IN AMERICA 





Like father — like son 


Making insignia pins for boys? Then cash in on the romance of 
recognition by using Ballou clutch fastener (#56). Yes, this is the 
very same fastener that millions of soldiers used during World War II 
on their collar emblems . .. and when their sons find one on a member- 
ship pin, even the “box-top” variety, they recognize it, with pride 
as strictly G. L! 

Capture this romance of recognition and profit from it. At a cost 
of less than 1¢ each (in quantity) you can give your customers one 
of the best fasteners in the world . . . one that will hold an extra thrill 
for youngsters. 





FINDINGS— 


Sold to the manufacturing trade 


B. A. BALLOU & CO. INC., 61 PECK STREET, PROVIDENCE 2, R. I. 





REGISTERED 


DIAMOND 


Advertising now appearing in: 


LOOK 
seventeen 


TV STARS PARADE © MOVIE LIFE 
MOVIE STARS PARADE © MOVIES 
PERSONAL ROMANCES 
INTIMATE ROMANCES 


gives your cusfomers more... 
larger diamonds; brilliant, modern styling; 


written guarantee; popular prices and 
exchange privilege. 


gives you more... 
more sales, greater profits and less over- 
head — with a streamlined sales program 
designed for today’s competitive selling. 


Merchandised through 


Window and in-store displays Newspaper mats Neon signs 
Guarantee certificate Direct mail Special gift offers 
Folders Exchange privilege Special ring boxes Promotions 


For information about a Starfire 
franchise in your area write to: A. H. POND CO., INC., SYRACUSE 2, N. Y. 
FOR APRIL, 1956 
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DIFFERENT MEN'S JEWELRY sy Sqyueerre 





EE ee SYUIT : 


‘ . 
Squire is on fire for 1956! New and 


different designs . . . free, colorful displays... 


they’re all yours from Squire. Mail in the coupon 
on opposite page and we will send you 
these exciting assortments for two 


big gift seasons. 
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display will help build your graduation 


gift sales. 


dozen sets, this counter or window 


hh Kanenbev 


sguire | 









Free with every 


Sold Only Through Authorized Wholesale Instributors 


Squire, Inc., Taunton, Massa- 
chusetts. Please ship this order 
immediately and bill through 
one of the three wholesalers 
listed here: 


Father's Day Assortments 
(12 sets, $4.50 retail, inc. 
display ) 


Graduation Assortments 
(12 sets, $4.50 retail, inc. 
display ) 
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FIRM NAME 
ADDRESS 
INDIVIDUAL NAME 


Have a Squire Distributor show me the complete line 





VAICHED WEDDING KING SETS 


for everlasting loveliness 


The touch of beauty that separates Bare! Bridals 
from ordinary wedding rings begins on the 
drawing board of designer Fred Bare!l, inter 
nationally renowned for his unique creativeness 
From there to craftsmen who interpret and carve 
these designs carefully and painstakingly by 
hand. Thence to a mirror-finish polish that pre 
serves and accentuates all the beauty and 


originality that is truly the Barel Bridal 


Ask to see our full line of BAREL BRIDAL Matched 
se eoreleltale mm alalee’ the tirst choice of people who 





Sold directly to the Retailer desire beauty and quality above all else 


by the Manufacturer 


The Barel Trademark 5 is stamped in the 
thank of every ring, assuring you of a Genuine 


Hand Carved Original 


Mats availiable free upon request 


24-Hour Service on all Special Orders 


eeeep ee Es COMPANY. INC. «07 nossou Strcet « Mew York 28 
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Outwears 
Outperforms 
Outshines 


all ordinary 
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Fortex-5 makes all 
other expansion bands 
! 


“HERCL jt ocKk" CONSTRI jJCTION 






























SONY 72 
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the revolutionary 
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Forstner presents the first truly new advance in watch bands 
since the invention of the expansion bracelet. Fortex-5, a 
band of unparalleled beauty, revolutionizes watch band sell 
ing because it eliminates all troublesome repairs . . . guar- 
antees a satisfied customer every time. Its the only watch 
band ever to bear a five-year guarantee! 


Already, Fortex-5 is moving — but fast — across the nation s 
leading jewelry counters. It will be supported with a sweep- 
ing national advertising campaign — in top magazines and 
television. Plus a unique co-op advertising plan. Plus free 
illuminated window displays and counter units. Plus a com- 


prehensive mat service and a raft of dealer aids! 


There's no time to lose! Contact your Forstner distributor 
now! 


Gold-Filled, $12.96'"' 
G — 1/20-12 Kt. Gold Filled tops, Stainless Steel backs T- 


Joretne 


POR GUALITY 


Stainiess Steei, $8.96 


All Stainless Steel 


YOUR BUSINESS 
WILL THRIVE WITH 


FORTEX 5 


JEWELRY S MAME 


Forstner, Inc., Irvington 11, N. J 


ee 


Introducing the Fabulous, All-New 


two glamorous additions to 
AMERICA’S FIRST FAMILY 
OF COFFEEMAKERS 


First in Beauty 


Where else but in the famous Universal Coffleematic could you find the 
graceful modern lines that outmode all others... the gleaming chrome set 
off with a rich golden escutcheon, the new jet base and graceful curve of 
new handle and spout. Always America’s Favorite, the new "56 Universal 
Coffeematic again surpasses them all for sheer beauty alone. 


First in Value 


Solid copper, not aluminum, forms the basic shell, heavily chrome plated 

for lasting beauty. The finest of precision controls, nichrome heating elements 
are all painstakingly assembled for the utmost in dependability. In three 
models, for satisfying every budget . . . ten-cup chrome, ten-cup copper, 

and eight-cup chrome, you'll have easy sales all along the line. 


First in Performance 


Known wherever coffee is served as the finest, fastest of all cofleemakers. 
Continual consumer research has dictated the famous automatic features 
standard in every Universal Cofleematic. Today it is the envy of the industry 
.+- Often copied but never duplicated, it’s the finest you can sell . . . the 

brand name that will perform best where it counts — in your sales figures. 


Everything points to the BiG YE Ah? 


FIRST IN SALES... 


with over 10 million Coffeematics sold 


BACKED BY TIMES MORE ADVERTISING 
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Flavor-Selector 


Automatically brews to 
the strength you choose, 
Miid, Medium or Strong. 


Heat Guard Handle 


New streamlined de- 
sign prevents hand from 
touching hot surface. 


Redi-Lite 


Glows to show when 
coffee ia done to the ex. 
act strength you chose. 








Cold-water Pump Heat Sentinel Non-drip Spout 

Gives you Cofleematic’s Keeps coffee at serving Designed to prevent col- 
super-fast starting a temperature with no ine fee from eplashing or 
tion—coffee never boils. crease in strength. dripping as you pour. 


THAN HAS EVER BEEN PUT BEHIND ANY OTHER COFFEEMAKER 
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LANDERS, FRARY & CLARK, NEW BRITAIN, COMM 





Dring your 


SULD FILLED 


together to brin 
Store profits up 


© 
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By the single, simple step of bringing together all Gold Filled stock 
many jewelers have accomplished 3 important things: 


1 They have found it easier to trade-up to higher priced Gold Filled items. 
2 They have increased their average individual sale by as much as 20%. 


3 They have increased, materially, their monthly store profit. 
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This is very understandable when you realize... 





















MORE PEOPLE CAN AFFORD GOLD FILLED 


The tremendous growth in the new “middle market” gives you 
many more customers who can easily afford to pay > 
a little more for finer quality. (Head them away } 3 
from lower-priced, lower profit items to your : 
Gold Filled Department. ) 







On Dave Garroway over In Life Magazine with In Saturday Evening 
the full coast-to-coast over 22 million readers Post with nearly 12 mil- 
NBC Television Network each week lion readers each week 


Millions of people have read about, heard about the advantages of 
Gold Filled. (Make sure your Gold Filled Department is clearly 
identified so you cash in on this advertising.) 


MORE PEOPLE WANT GOLD FILLED 


A growing demand is being created for Gold Filled 
products. (Make sure your Gold Filled 
Department is well stocked so your 
store gets the sale.) 


WOULD YOU LIKE TO KNOW MORE 
ABOUT GOLD FILLED AND HOW TO SELL IT? 


Several sales aids are available for jewelers —- including a brand new 
RKO movie in full color. If you have ) 
any questions or requests just write: 








GOLD FILLED MANUFACTURERS 
ASSOCIATION, ATTLEBORO, MASS. 


COOK, DUNBAR, SMITH CO. + E. N. COOK PLATE CO. + GENERAL 
PLATE DIVISION — METALS AND CONTROLS + HORTON ANGELL CO. 
IMPROVED SEAMLESS WIRE CO. + LEACH & GARNER CO 
D. £. MAKEPEACE +DIVISION — UNION PLATE & WIRE CO. 
1. STERN & CG. INC. « STANDARD METALS CORP. « AT. WALL CO 
4. A. WILSON CO., INC. 
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No doubt about it — people go for Steve Allen’s enter- 
taining “sell” in a great big way. Millions of people, from 
coast to coast, watch his “Tonight” show regularly over 
NBC-TYV. And he’s giving them a yen for the great new 
Gemex watchbands for men and women. So, for more 
watchband sales, use the exciting new Gemex displays 
available to you from your wholesaler. And by the way, 
have you heard details of the Gemex Floor Case Mer- 
chandiser, the hottest sales-aid in the business? 
GEMEX MEANS BUSINESS. 





























, 
he makes them LOOK and LISTEN! 
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and then he makes them WANT 


ts EM Ee WATCHBANDS 


the quality name in WATCHBANDS... THE GEMEX CORPORATION, UNION, NEW JERSEY 





" bY of Charms...Chornts ou More Chars 
Spell Prohits for You / 


For the best in design, finish, and quick turnover 
Order the Carl-Art line today. 


Available in 14K and Sterling Silver through your wholesaler. 

















Our most popular 

Sterling assortment 

#3084, retail value $105.00 
(furnished in attractive 

aqua display tray) 


Shown complete on this page 











CARL-ART iwc. 


PROVIDENCE © RHODE ISLAND 


Mew York Office Menme levine Chicago Office Meword 0 Sechech Les Angeles Office: Herman & Gestation 
1 West 940, Hew You, & ¥ 10 South Webevh, Chicago, fit 9644 Mt. Vernon Drive, Les Angeles 6, Calif 
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PRESTO 9° x 15" 
ELECTRIC GRIDDLE 





FRY PAN 


PRESTO WW” ELECTRIC $1 ’ al 


FRY PAN 





PRESTO 9” gma * 


. . ° 
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Put Life Into Inactive Accounts and Keep 'Em Going! 


One Presto Coitiol- Master 


OPERATES A WHOLE FAMILY OF NEW 
ELECTRIC SUBMERSIBLE APPLIANCES 





- 


Lowest Unit Pricing 
in the Industry! 


keep budget accounts 


Re-activate old accounts, 


PLUGS IN 


controlled heat. 


DETACHES 


so appliances wash under 


water, handle and all 


on 


the books with this great 
new concept in appliance 
selling ! Sell one Control-Master, then the 


so appliances cook by 










entire line, with low prices to customers 





Beautiful Display 
Absolutely FREE! Y 
, 4 


oo 
: SPECIAL 
INTRODUCTORY 
OFFER MEA 
AN EXTRA $5 Profiy 


FOR You! 
oe ieee ee eee 











SPECIAL INTRODUCTORY PACKAGE 


GIVES you ¥FO7 ROI T 


| ; 








Special introduc fory Package 












and full mark-ups for you! Order now! 


3 Control-Masters @ $6.95 
| $8.34 Fry Pan (9 x 9) re 
| $8.32 Fry Pan (11 x 11) eas im 
| $G-33 Griddle (9 x 15) apes + 
| Gloss Cover for $8.34 Fry Pan a Ts 
1 Gloss Cover for $$-32 Fry Pan a = 
— Steet Cover for $6.33 Griddle ; ° 3 wr 
Ey 
‘ n a be = for you with ile a — 
|. wy Sa mroductory Price — $3 88 
Your 2 662 
*Manutacturer’s recommended cr rotie be 26 - 


Fair Trade Prit@. Fed. tas ne 
























Presto 


|. Albert's Sons, Inc. 
373 Washington Street 160 Fifth Avenue 
Boston, Massachusetts 





27 West 23rd Street 
New York, New York 


808 Liberty Avenue 
Pittsburgh 22, Pennsy 
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L. Luria and Son, Inc. 


New York 10, New York 
A. Cohen & Sons The Samvel Weinhavus Co., Inc. 


tvanioa 


American Jewelry Company 
One N. Liberty Street 
Baltimore 1, Maryland 


Order Now from Any of These Presto Distributors 


4. H. Gross 4 Company 
3210 Euclid Avenue 
Cleveland 15, Ohio 


NATIONAL PRESTO INDUSTRIES, INC., Eau Claire, Wis. 
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No discount house worry 
with 
GIRARD PERREGAUX 
WATCHES! 





Rex Hamaker 
of Skeie’s Jewelry Store « Eugene, Oregon 
says: 


“It has been proven to me over and over again 
that when Girard Perregaux sets the prices on 
their watches, they stay set. GP’s unique price 
protection system sees to that perfectly. And 
believe me, it’s a pleasure to do business with a 


firm that stands behind its dealers so squarely. 


“I really enjoy showing GP’s to my customers. 
Each of the more than 250 styles has a custom- 
made look about it. And amazingly the 
majority of them are priced between $49.50 
and $100. This combination of truly fine 
styling and popular prices is so effective that 


a GP practically sells itself. 


“For value to the customer and fairness to the 


dealer, there’s no company I know that beats GP.” 


610 FIFTH AVENUE - NEW YORK 20, N.Y., PHONE COlumbus 5-2568 
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On the exciting new CBS show 
“DIAMOND JUBILEE” Starring GUY LOMBARDO 
Tuesdays, 9 P.M. E.S.T.' 
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EVERY WEEK COAST TO COAST more than 20,000,000 ad BO] dm 
will see” fryfyyy lf on this exciting new CBS NETWORK SHOW! 


TAKE ADVANTAGE of the accelerated demand for Feature Lock Diamond Rings. IDENTIFY 
YOUR STORE with. Feature Lock on ‘Diamond Jubilee”, and cash in! ADVERTISE Feature 
lock in your local newspapers, maieenis reature Lock window ' Contact You! authorized teature 


Ring wholesaler for promotional plans 
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I856- It was a time of dramatic change. Steam power was revolution- 
izing industry... the Suez Canal was under construction . .. Americans 


were pushing west 


mass production was gaining momentum 


and from distant horizons, new and strange markets were beckoning. 


IN THIS DYNAMIC ATMOSPHERE, a young watchmaking 
firm, destined for future greatness, put down its roots 


at the foot of the Jura Mountain. 


7 The place was Grenchen, Switzerland. . . 
ht the time, November 7, 1856... the founder, 
 —. : : 
wy a local schoolmaster named Urs Schild, 
wo rf ape , 
who later in life had the honor of being 
elected to the National Council of the Swiss Confed- 


eration. The fledgling firm was the future FTERNA. 


In celebrating its 100th, anniversary 
this year, ererNa honors its distinguished 
founder, “the father of the Grenchen - 
watchmaking industry,” who succeeded 
in bringing a high standard of watchmak- 
ing to the canton of Soleure. ‘An institution is the 
lendthened shadow of one man.’ ~ EMERSON 
THe nistory or ererRna is a record of progress. Under 
three generations of Schild management, this family 
firm — headed consecutively by Urs, his two sons, Max 
and Theodore, and his grandson, Rudolf — has main 
tained a century of continuous leadership in the field 


of watchmaking 


Since 1856, prerna has grown from a modest 
workshop on the bank of the village stream to one of 
the largest and most modern watchmaking factories in 
Switzerland. Its network of agencies encircles the globe 

_an Eterna World Service is operative on five conti- 
nents... and in over 100 countries, the name ETERNA 
is synonymous with quality precision watches, 


The factory also ranks today as one of the 
world’s “Big Three” producers of chronometers, every 
one of which is highly commended for “especially 


good results,” 


32 


ETERNA’S DEDICATION TO PROGRESS has brought about 
many innovations: the first alarm wristwatch exhibited 
at the 1914 Swiss National Fair, the Hexa — an auto- 
matic pocketwatch, forerunner of the 

modern Golfer, and in 1938, the first 

ETERNA automatic with buffer springs. 


But ETERNA’s crowning achieve 
ment was its 1948 revolutionary ETERNA*+ MATIC — the 
first selfwinding watch with a ballbearing-mounted 
winder. Its selfwinding system was so perfect it could 
be applied to the smallest watches. 


The first ETERNA+ Matic for women was 
launched on the American market in 1949 
by the Eterna Watch Company of America, 
Inc., and immediately secured for ETERNA 


an honored place in modern watchmaking. 


“en 


The 1955 eTreRNA> matic chronometer for 


_ 
es 


women — a watch that underwrites the ‘*/ > 


a 
a new market for women’s peak-precision timepieces 


1956 As ETERNA stands on the threshold of a 


second century of progress, it takes this opportunity to 


precision of all erERNA+ MATICS — Opened 


extend its good wishes to its retailers around the world, 
and to express its appreciation of the good will and 
international cooperation that have made possible 


ETERNA’S past century of achievement 


ETERNA 6 A> 


Geececnen swirrtecaaee 


ETERNA WATCH COMPANY 
OF AMERICA INC 


S77 Firete Avenue New Youeu 22 8 F 
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when you think of selling your store or stock, three things matter! 





3 


how much you got 








= 


when you get it 


= fee 


you'll deal with 





the kind of people 


for 53 years specialists in cash-buying or liquidating jewelry stores and stocks. Consult Gordon 
Brothers without obligation of any kind .. . 38 Bromfield Street, Boston. Telephone, HAncock 6-3233 
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Palladium profit pointers...one of a series 





...and white jewelry is what your women customers want! 


Se em 


More and more... WHITE is becoming the popular And, as you know, palladium is well-known for its 

color for women’s jewelry. This trend is borne out natural whiteness. 

by a recent survey among jewelers... and confirmed Also, a diamond reflected by an illusion setting of 

in a recent survey among potential customers. palladium seems larger ...a point that your women 
In this latter survey 71% of the young women customers are quick to appreciate. 

interviewed preferred a white precious metal for The sparkling whiteness of all-precious palladium 


their engagement and wedding rings. can increase your jewelry sales, too. 


Palladium is modern... white... light...strong... 


all precious see easily worked eee nationally advertised, 


PLATINUM METALS DIVISION THE INTERNATIONAL NICKEL COMPANY, INC. 67 Wall Street, New York 5, N. Y. 
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the 
ultra-thin 
# waterproof” 
watch 
with the 
strength 
of Atlas 















a great new achievement in waterproof* design 


At last! A flat, streamlined-thin waterproof* with stalwart ruggedness never before available in such a 
watch! Croton Nivada-Grenchen’'s new 1957 styles in shock-resistant watches are the most talked-about 
achievement in waterproofs*... sure to bring you an extra-full measure of business. extra-heavy profits ! 


With our ‘Gilt-Edge Guarantee’’, the Croton name carries even more weight with your customers 


CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York 16, N.Y 


Please send me quantity indicated and complete promotional materia) on 
“SEABLADE” “SEALINE-X%” SCORPION” 


promote it to the hilt! 






CROTON 
NIVADA-GRENCHEN 


Send for sample watches today: 
CROTON WATCH COMPANY 
404 Fourth Avenue, New York 16, N. Y. 


NAME 

STORE NAME 

ADDRESS 

city ZONE STATE 





above with guaranteed unbreakable balance staff and mainspring 
"as long as crystal is intact, case unopened 


introducing the NEW 
watchband sensation 


Guaranteed 


WATCHBAND S27 af Fully 
—+ 


Converts any watch into a calendar watch, immediately 


A revolutionary new development that con- BE THE FIRST IN YOUR AREA TO 
TAKE ADVANTAGE OF THE PROFIT 
POTENTIAL OF DAY-DATE BANDS 


Day-Date Watchbands are stepping up sales 
because they are: 


verts any wrist watch into a serviceable calendar 
watch, The manual setting of the Day and Date 
becomes as automatic as winding a watch. 

@ AMAZINGLY NEW @ IDEAL AS A GIFT 


@ BRILLIANTLY DESIGNED @ STIMULATING STORE TRAFFIC 
accompanying nationally famous watchbands ©@ ATTRACTIVELY PRICED © EASY TO SELL 


Day-Date bands are a fine improvement 


— the most preferred stock in a jewelry store. Write for information and price list, today. 





U.5. Patent 


sco Be v1 — Gitturtive FREE 
amg COUNTER DISPLAY 


with a minimum order of 18 assorted 
DAY-DATE watchbands in 
gold-filled, stainless steel and leather. 








A few choice exclusive territories open for top representation 


DATE WATCHBAND Co., ING. 


aslelale mah (-1014e.1.4 
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this trio... 





This trio of GOLDSTEIN-GERSON Salesmen represent 
the makers of outstanding FIANCEE ring creations! 





You can rely on their knowledge and experience to help 
you to more profitable buying and greater sales. 
Remember, it is the prime interest of every Goldstein- 
Gerson Salesman to keep his customers satisfied | 


Another Eye-Catching 
TRIO by Fiancee . 
designed for greater sales! 


Representatives: 


A. W. (Paddy) Cohen, A. 8. Grodmen, Kenneth Cohen, frank Beaton, Irwin Goldstein 


Coidstein- Gerson CO.,IfFIG. 130 WEST 46th STREET, NEW YORK, N.Y. 


West Coast: 446 South Hill Street, Los Angeles 13, Cal. 





The Most Complete Line of Gold and Platinum 
Kindings Ever Assembled in a Single Catalogue 
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$33 wot 
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This Latest Catalogue Available To Jewelers Without Obligation 


Our new 48 page illustrated catalogue shows, in 
actual size, the most extensive line of gold and 
platinum findings ever assembled for the jeweler, 
repairer or manufacturer. It includes labor-saving 
findings in a complete range for every conceivable 
purpose in repairing or manufacturing. Never be- 


fore has it been possible to find every needed item 
between the covers of a single book. Featured 
also, is a full and complete line of finished staple 
items, ready for sale, including rings, lockets, discs, 
charms, bracelets, watch attachments and other 
items, all at very attractive prices. 


NATIONAL FINDINGS CORP. 


Since 1906 


125 WEST 45th STREET ° 


NEW YORK 36, N. Y., USA. 
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I.D. ...SERVING THE 
// waren INDUSTRY BETTER...THROUGH RESEARCH 


With research that looks to the future 


(DD. Watch Case Company constantly 


Pie cis q new ways Oo help wotct manutar 
turers and iil sl mak ? better hr d jc? 


romers 


for you and your cu 


For air sthaltoa cet fury our engineer: 
ae ner ind model makers have conti 
1, j y @ jgry tort New improvements 
fe tAl® MAAL aL. od ry4 manutacturi g tiie tinea 
prec made woarch cases f) Talare nese 


Jeqrs ) Waotct ( o4e Tallies ?? e devel 





Watch Case Factory 
fully 


; r 


iw 





the most modern 
eavipped plant alimest 1 
gomnet t« sale bl heiped le revolutior 76 sate 


savare block in tite 


Now 1.0. presents a 


wotct ndausiry 


new series of the thinnest and best- 





fitting waterproof watch-cases for 


1.D. WATCH CASE CO., INC. men and the most petite cases for 


Serving Watch Manufacturers and Importers Exclusively Since 1910 women’s autemotic watches. 


GENERAL OFFICES AND FACTORY 
137-11 90th Avenue, Jamaica, Ll. |. + JAmaica 93-8700 For new ideas and better pr ' ' 
he _ | | ‘ O omai. rye 


rw ft v¥ ¥YOOR* CSEFIC FE Pay . . J , t¢} Ave . f on ; 
= r " , " : mas 
aad Veane iia an” tine watcn industry 7} 
"142.1414, 17 MAb dee Le ine, New York, NY | 
f : >f iA if | " , gettir g ne nest! 





EASTERN ond CANADIAN 


TOTAL WEIGHT BRIDAL SETS 
Available in 14K 
Yellow or White Gold 


Diamonds 

Enlarged 

To Show 
Detail! 


y 4 


1/, CARAT 


TOTAL WEIGHT 





Style No. 8283 
Full Cut Center! 
One of our 
best sellers. 
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Style No. 6443 Style No. 8473 Style No. 8502 


Full Cut Center! Full Cut Diamonds! $1100 Full Cut Diamonds! 139 0 


Excellent valve An Exceptionally A value thot 
for your customers, good value! can't be beat! 


The above sets may be had as “LOCK SETS” for $1.50 additional each! 


Send for New Promotional Brochure! See many other excellent 
bridal sets, engagement rings, wedding bands, and gents’ 
rings costing from $10.75 up. 


. . y . YW 
LIEBER & LERNER 

4 7 4 \ AgA A 4 
305 EAST 46th STREET- NEW YORK 17, NEW YORK 
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FROM EVERY ANGLE 


IS ALIVE WITH 





ma 5 4 —5 OF [Oo ) 5 h 


BEAUTY 


WANUEACTURED EXCLUSIVELY BY / F \ 
| 
: ) ili ne. \ 


201 N. ISTH STREET, PHILADELPHIA 30, PA 


— 


ed 
Be right with Opalite all year ‘round. America’s finest stores feature Opalite: Pins in Sterling or Gold-Pilled; Pendants and 


Earrings in Sterling, Gold-Filled, 10 Kt and 14 Kt, White or Yellow Gold. Distributed by leading wholesalers everywhere. 
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Avaiiabie in white as shown 


2 y iv and in pine Prices pius tay 
/ , At all leading stores, of write 
CRA vn ae ee Lee 


AMERICA’S BEST DRESSED WOMEN WEAR CORO JEWELRY 





“MORNING DEW" by Coro . . . AS SEEN IN HARPER'S BAZAAR 
One of a series of advertisements that is telling and selling millions of your customers in 
full-page ads in the country's ASHIO fashion magazines. {t will pay you to stock CORO, 
s 


ION JEWELRY. 


THE BEST KNOWN NAME IN FA 
RO INC., 47 West 34th Street, New York 1, Dept. HB 


For further information write C 
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You can sell this handsome, genuine leather billfold, packaging 
an exciting new GRUEN watch, both for the price of the watch 
alone! Priced as low as $39.75. 


If your Gruen representative has not yet called, call or write 
The Gruen Watch Company, Time Hill, Cincinnati 6, Ohio, today! 


= Gruen brings you the 
newest look in packaging 
..and TV’s top 3 salesmen 
to sell it for you! 


Now Gruen adds a dynamic new ingredient to this unique merchan- 
dising idea with a flair for building sales! Starting this month, 
network television advertising by three of Americas lavorite per. 


sonalities! Turn the page for the whole exciting story! . . . 
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THE 
NEWEST 
miele). 
IN TIME 


Morning, Noon, Night...Gruen 


Only Gruen brings you power-packed TV advertising 
morning, noon, night... three top shows, three top stars! 
Starting now and continuing through the whole spring gift 
season, Dave Garroway, star of TODAY, Arlene Francis, 
star of HOME, Steve Allen, star of TONIGHT will be deliv- 
ering ‘‘live’’ messages for your live-wire watch . .. Gruen! 
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Shines on 3 Network Shows! 


These fast-paced shows are favorites of time-con- 


scious Americans... because they're packed with news, 
excitement, interest. A perfect place for your future 
customers to get a good look at the world’s most exciting, 
... The Newest Look in Time! 


Let these famous salesmen pile up extra sales for you 


newsworthy watches 


THE GRUEN WATCH 
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COMPANY, TIME HILL, CINCINNATI 6, 


through Gruen 8 ex iting new dea... a watch pac kaged 
in a billfold, for the price of the watch alone... plus 
other imaginative Gruen trafhe-builders on the way, 
Prepare for plenty this spring season. plenty of 
customers, plenty of profits with the new-idea 


par esetter of the watch industry 


OnIO. IN EUROPE: GENEVA, SWITZERLAND 
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Want A Jewelry Ad Service 
That Pays Off? 


Here It Is! A Twice-A-Year Service... 
Tried, Tested and Proved! 





SCHEDULE ; oon 
Jewelers have often said to us... “Why should we pay for a 
OF RATES Service 12 months a year when we make use of it mainly in the 
Based on Population high volume months?” We investigated further . . . and found 
*. ©. 6. Detroit 


Towns upto $1 20 


25,000 population 90r year q ; g 
4 Last Fall we produced a special November-December Ad Service 


they were right! 


as an experiment. We found the demand overwhelming, with 
Towns up to 50 


1 peat 
50,000 population $1 nts requests to repeat this type of Service for May and June. 


Towns up to oO So, we've done it! We've given up our monthly Ad Service (after 
100,000 pepulatien , 
per yao 28 years) to make way for this modern plan. Most of our regular 
subscribers have eagerly fallen in line. We will produce TWO 
Towns up te $210 : - : 
000 population Te Os, giant Ad Services a year ... one for May and June, and another 
for November and December, packed with smart, powerful result- 
Towns vo to 30 getting ads of all sizes. Many of the ads in both Services will be 
, popvilation . ‘ » 
acdaoees designed so they can be used throughout the year with special 
substitute headings, merchandise, etc. 


Towns up te , 50 
500,000 pepviation per year 


ii aatens: “tatit True, there are 187 towns already closed, but if your 
both May-June and . ° 
(ttyl may ne town is still open... you could make a most advan 

tageous Ad-Service buy. You'll save money and get 


Spring issue contains 75 much more for what you pay. Hurry, before your 


ads including optical. Fall 
Service contains 100 ads town is closed. 


Ve payable June 10th 
Ve peyable November 10th 


wee eee OR CALL For The Exclusive ia Your Town! 
Mtled ¢e) 3 a.m sO 4-10) - 4, tee 


; " ; ‘ | . , 
a , - ’ Aa y « j er ] ; od | , ; T¢ 


i20 W LAFAYETTE BLVD 228 2058 era. MiChH Phone WOODWARD 72-0707 
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She has an 





eye for fashion 





...and it’s fashion . 
that catches her eye 


(and his!) ‘on, 





Dennison ring case 8150TX 
will display your fine rings in a style : 
to suit the taste of your customers. 
It has the sparkling smartness of 
crystal-clear plastic with brocade-pattern inlays 
of silver, gold, turquoise, blue or rose. 





The slanted ring pads of Karess or 





transparent velvet complement the shimmering 
background colors. Cover cushions 
are white rayon satin. 


Order a supply of these sales-making ring cases 


from your Denniston distributor 


Dennison 
MANUFACTURING COMPANY 


Jeweler'’s Division 
Mariboro, Massachusetts 


FOR RETAILERS: A fru : maim tiem s . ry? se4 ane ‘ote 


its e ; 





FOR MANUFACTURERS: A wide range ; 


pecially designed paper jeweiry DOxes oF 


i new pattern 


STAINLESS 


Hin, \Y7LGOR 


i 


ew low price! 


Now comes Spiral... a new concep- 
tion in the design of stainless flat- 
ware...a truly successful answer to 
the challenge: “Give us party-quality 
stainless at a popular price”. The 
one-piece knife serves as steak knife 
as well as place knife. It has a super- 
keen blade of fine cutlery steel, and 
a handle molded to fit the hand. 
Each piece is carefully balanced... 
crafted to the most exacting stand- 
ards. A pattern of free-flowing grace 
with slim, tapered handles, Spiral 
can put new life, and profits, into 
your flatware business. 


Basic Sets 


~~ in handsome gift boxes, make a traffic- 

stopper display: 

16 piece service for4 . . - »« $16.95 
and... 

24 piece service for6 . . . «. « $25.95 


And in Smart Contemporary Chests 
Complete service for6 . . . . $41.95 
Complete service for 8 . . . . $56.95 
Complete service for 12. . . . $83.95 


. eee For complete information, write to: 
te ! ee, «STEGOR DIVISION, THE GORHAM COMPANY 
# Mis ices |. sees Providence, Rhede isiand 


@ Full pages in 
GOOD HOUSEKEEPING 
(over 11 million readers) starting in 
May, will tell your customers about this 
newest Stegor Stainless pattern, 
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RPRARRARHR NH 
APRA RR HA 
RRRAM SH 


PAPAAPAPAARAARAMHeRH eee oO 


12 best selling styles combined into one sensational pro- 
motion unit that will give you fastest turn-over of any 
other rings in your store! 


RRA SH 
RRARKM 
a es Be 
we TR TR + 
RAaA eS 


Hand-carved, faceted yellow and white 14K gold 
two-tone combinations. 


$ Free This eye-arresting 3-dimensional color- 


RAAAA A SH 


ful velvet covered window displayer. 


RAAAAAAawne 


price tags that guarantee a high, 
vealthy mark-up. 


~ Free) Established factory resale 


The famous Polishook serv- 
ice is ae * dependable.... 


24 hour delivery on “spe- 


cials,” 


~ 
BSSSra~y 
b$$3$3 3: 
533333: 
5$$33$33333$ 
BSSS$SSSSSSSSSS3S3 SE 
1$$333333333 355 
B$$333$3 335 


There is a Polishook 
Salesman in your territory . . 
Write today and we'll send 


him to see you. 


K. POLISHOOK & SON core. 


216 EAST 45th STREET. NEW YORK 17, VAnderbilt 6-1664 








Manufacturers of “Everything in Rings’’ Since 1898 


MONITORED DISTRIBUTION 


FAVRE-LEUBA 


Expands its Program of 
Monitored Distribution 


wih an UNPRECEDENTED PLAN for 
Assured RETAILER PROTECTION ... 


The progress of the Favre-Leuba plan is being watched eagerly . . . Now it can 


be reported that retailers in every section of the country have voiced their 





hearty approval of the “Monitored Distribution” idea. Its highlights are: We 

monitor our distribution by selecting only the most representative jewelers for 

authorized dealerships. We do not permit our watches to be sold through dis- 

count houses, cut-price firms, unscrupulous operators. We guard against boot- 
Favre-Leuba legging by registering every watch leaving our hands. . 


Renowned in , , , , 
Now, we climax this program with a revolutionary plan of retailer protec- 


50 Countries 


throughout the tion-——-the one and only policy of its kind in the watch business . . . It involves 


Civilized World a startling, new approach to retailer-importer relations. It is not a promotion 

Ssnce 1815 es ; ae , - 
stunt, or a meager merchandising twist ... This plan has depth and significance 
providing armor-tight, unqualified protection never before offered the 
retailer... Shielded by it and the “Monitored Distribution” Plan, retailers will 
find in Favre-Leuba all the requisites of a watch line that can be expanded for 


assured profits, increased prestige and satisfied patronage. 


Inquiries from Representative Jewelers invited Me an: > aa 


mee 


Pees. 


FAV Fe a ss ee a U B A Watch and Chronometer Co.. Inc. 


665 FIFTH AVENUE, NEW YORK 22, N. Y. 





‘ ‘5 


\. you CAST OUT TROUBLE 
WHEN YOU USE 
\ 
HANDY & HARMAN 


SPECIAL 


FOR CASPING 


Developed spegfally for casting and produced undgt 
laboratory-pérfect conditions, this White Gold alloy 
comes to’you free of oxides and gas inclusions #- 

the sain causes of porosity. That's one big péason why 
Castings made with this special alloy consistently 
come out clean and close-grained. 

Also, Handy & Harman Special White Gold 

never varies. The closely controlléd production process 
assures exactly the same quafity and properties 

in every little casting sqsfare. 

What's more, this_alloy produces castings with a 
“softness” that facilitates sizing and stone setting and 


Photo of 14K ring casting courtesy of Kritzer, Stern & Kritzer, with an unusually rich white color, 
shows the clean, smooth, close-grained castings produced with 
Handy & Harman Special White Goid. 


ONCE YOU TRY this Special White Cold we're 
confident you will join the long list of manufacturers 
who use it for all casting. Send a trial order to our 


nearest address below. 


Handy & Harman White Golds are available also for 


stamping, spinning and other specific operations. 


HANDY & HARMAN 


Duality | fivecious melats since 48 O7 


NEW YORK 38, N.Y NEW YORK 36, NV. Y BRIDGEPORT 1, PROVIDENCE 3, R. |. CHICAGO 22, ILL. LOS ANGELES 68, CALIF 
82 Fulton St. 44 West 46th St. Connecticut 425 Richmond St. 1900 West Kinzie St. 3625 Medford St. 
BEekman 3-2460 BEekman 3-2460 Clearwater 9-8321 jAckson 1-4100 Stely 3-1234 ANgelus 2-1115 
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Climb to Higher 
Peaks in Sales with 


FLOP E:! 


Our ability to create—and mass-produce—the 
finest jewelry chain has brought about this 
unsurpassed recognition: The nation’s leading 
manufacturers have long realized that if the chain 
in one of their finished products is a Universal 
chain, its value will be higher—its cost not. 


SHOWN HERE ore eleven additions to our 
extensive line of rope chains. Excepting 

the four small numbers, they can all 

be produced in corrugated wire. These ropes 
ore available in all metals and in any 
quentity for prompt delivery. Phone 

South Orange 2-7600 for facts and figures. 


«4 a » 
UNIVERSAL CHAIN CO. INC. 
92 Burnett Avenue, Maplewood, N. J. * Branch: 61 Peck St., Providence, R.1. * N_Y. Office: 489 Fifth Ave. 
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WHAT'S 


HAPPENIN 
TO YOUR 





» 


5} 


ecause ZODIAC is vitally concerned with helping 
you maintain a healthy sales volume at an honest 
profit, we offer you a... 


2 


COOPERATIVE ADVERTISING 


te 


NATIONAL ADVERTISING 





—. 


SUPERIOR QUALITY 4 








a 


UNIQUE STYLING 








Kiriggp 
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ZODIAC WATCH AGENCY « 15 WEST 44% SY. 


FIRM NAME 





ADORESS 


A Ne NS a 


ATTENTION 


“Trt ttt tT ee 
SEE ZODIAC ADVERTISING IN LIFE, ESQUIRE, TIME, NEWSWEEK, READER'S DIGEST (INTERNATIONAL), SPORTS ILLUSTRATED, N.Y, TIMES, TELEVISION 
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the ONLY diamond 
ring with a value 
that can be 
DEMONSTRATED 
and proved 


and Columbia dealers 

are doing it every day with the 

unique Guardian Angel “Try-on Test.” 
That’s why Columbia dealers are capturing 
the “lost market”... getting the big remount 
and trade-in business... added to 


record-breaking new sales! 


Columbia 





GUARDIAN 
ANGEL us 


gives your 
customer a 

—iele) A security factor: 
dela -)- Medias! 1 Mi ealola Mm aal. ta 
‘ar-Ra0iag-Mel-laal-talel- MRiels 


ofelasi*)(-3(-Muolelssiicla gmt 01-38. 


Write for ava lability of a franchised 
Columbia Tru-fit agency in your community. 


TRU-FIT DIAMOND RINGS 


Axel Bros., Inc., 134-20 Jamaica Ave., Jamaica 18, N. Y. 





rua 


VALUED 
WATCH 


VALUED 
FRANCHISE... 


he enjoys a full ii of veto every mag cso od 
effectively eliminating price-cutting apt other destructive 
practices, 


In addition, Omega supports its selected jewelers with a 
vigorous advertising and promotion program ~ in itself one 
of the most remarkable advertising success stories in the 
jewelry field. This campaign continues to tel! of Omega’s 
supremacy in terms that win respect — with facts that 
make sales. 


Thus profit, protection and prestige distinguish the 
Omega franchise and make it the most sought after 
in the watch world, 


OMEGA 


WATCH THE WORLD HAS LEARNED TO TRUST 


Official Watch of the 
Olympic Games 


Norman M. Morris Corporation 
655 Madinon Avenue 
New York 21 
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DOO 


that’s 
what 8 out of I0 


Say about 
Waterman's Cf; F 





the Cartridge-filled ' 
fountain 


... and you can profit through public opinion! 


Recently we commissioned an independent research 
organization to determine the degree of satisfaction that our 
customers had for the Waterman's C/F? 

the one fountain pen that needs no ink bottle. 


Exactly 1000 C/F owners were interviewed. 830 said the pen was 
superior to any other fountain pen they had ever owned. 
That’s better than 8 out of 10 and we're pretty excited about it. 


We're pretty excited, too, about the way the dealers (who know 
quality) are buying this beautiful and unique fountain pen. 

it’s available now in four price categories. If you haven't placed 
your order, see your Waterman salesman today. Ask him 

about Waterman’s new discount policy. 

All prices retail. in wide choice of interchangeable points 

and attractive colors. Beautifully gift packaged. 


You can always write better with a Waterman 
WATERMAN PEN COMPANY, INC. «¢ 
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iy 
GOLD FILLED 
CaP 


#1500 $15.00. 
With matching 
pencil $22.50. 
Sets with C/F 
and C/Ff 
Convertible. 
(ball-point pen 
of fluid-iead 
pencil $22.50.) 


Seymour, Conn. 


best pen | ever owned! 





CHROME 
IMLAY 

#1250 $12.50 
With matching 
pencil $17.50. 
Sets with 
Convertible 
$17.50 











) 


14. KT, 

GOLD POINT 
#875 $8.75. 
With matching 
pencii $13.75 
Sets with 
Convertible 
$13.75. 










MERIOO 
METAL POINT 


#595 $5.95 
With matching 
pencil $9.95. 
Sets with 
Convertibie 
$9.95 








MSS-3264 
$14.00 


MODERN 
TASTE 
DEMANDS 
THE 


MSS-3314 
$13.50 


44 A 


Ww 


The rich elegance of rare imported Wood now 


handsomely combined with Sterling Silver .. . 


by R. F. Simmons 


MSS-3304 


The UNUSUAL poys off — in increased sales — in faster $13.50 


turnover — in eye-catching fashion appeal. 


Here is a distinctly different... smartly modern .. . 
itern that has what it takes to bring you increased 

sales and increased profits! Handsome cuff link-tie clasp 
sets guaranteed to put a gleam in the eyes of 

your customers! An unusual combination of imported 
wood, set in the elegant simplicity of sterling silver. 


{/l prices are suggested Keystone, without taxes, 
and are subject to change without notice 


R.F. Simmons Compadcsaa ae 
oo a, iat F ‘o” 


DO Gi KO tis c Mase OFALER 


MAKERS OF QUALITY GOLO FILLED J 
‘ ia “ 


ae, 
J ¥ Sy _— . 
36 thicage 2, lilinois «+ Pershing Wore Building, Los Angeles, California 


9 Maider 4 | , 7 Ho 


ee TP , or: JACK W. LEES, 44 King St. West, Toronto, Ont 
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. The new 


"Full View” 


mountings 
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In diamond rings, as in every product you sell, the 
first test of success is SALEABILITY. The superior 
craftsmanship and quality of Tessler & Weiss mount- 
ings are apparent even to the untrained eye of your 
customers. That is why your wholesaler selects 


Tessler & Weiss mountings. 


Your wholesaler and only your 


wholesaler can offer you... 


Tessler & Weiss mountings! 





























Tesstlor & Weiss wc. 





2389 Vaux Hall Road, Union, New Jersey 
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The world leader in fine watches... 
BULOVA 
Sod 34 —t-) 1) 





THE PRESIDENT 
for ike Le} = 














New miracle of I i | K\ { I Hf | I watch design! 








ee 1 oD PRESIDENT “F” 
\ 25 PRESIDENT “A” , 


Sa Ge AT jewels, unbrockabdle 
V7 jewels, vabreokabdle > VW jewels, unbreakable 


SF mainspring, shock resistont . As a mainspring, shock resistant, Qe 
we (ohse ovatoble with charcoal expansion bend (also vail - 2 Ae bend (eke eveilable with 
| — Fai white dief) 


dial 7 able with charcoal diel) . 
$4950 2 $65950| “ $7450 


~| 
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r ing, shock resistant, 
- besket-weeve expension 
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Only BULOVWA... world’s largest maker of fine watches... 
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EPRESIDENT “G"’ 


WF jewels, unbreckabie 

ro Mainspring, shock resustant 

| Wow! Dial in the color and 

|  fistinetion of neturel gold, 
beske! weave bond 


$7 500 










NI. utterly new look—a new magnificence in men’s 
watches! So slim! So trim! Shock resistant, with unbreakable 


mainspring, it’s a miracle of prestige styling and accuracy! There's 
new distinction in the thin modern lines . . . the clean-swept dial. . . 
the flawless design of this matchless Bulova creation! 






The new President will be introduced to all America on April 19. All 
the power of the great Bulova television network, reaching more than 
35,000,000 people every night in the week, will swing into action 
behind it—bringing the exciting news to all of your customers! 

There can be no doubt that the demand for this new Bulova master- 
piece— prestige styled at a price that only Bulova could make possible 
—will be nothing short of terrific! Be ready to supply your customers 
with the new miracie- 


styled BULOVA 4.Q50 100 
PRESIDENT for 1956! > to $ 






can offer such magnificent timepieces at such a low price! 
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Permanent Value Pian 





..in more color pages than ever... 
spread in spectacular full color 








ee + mre omy 
WAV I ee 


evi © , 
Le Herr rear way Misses 


In just the one selling season that Artcarved’s exclusive 
Permanent Value Plan has been promoted, thousands of 
brides and grooms-to-be have asked about it and insisted 
that their first diamond ring be an Artcarved. It’s dramatic 
proof of the effective sales value of Artcarved's PVP. 

And this season, the sales-clinching story of Artcarved's 
PVP will reach even more bride-age customers. There will 
be more dramatic black-and-white ads... more compelling 
full-color ads than ever before. And, for the first time in 
the history of diamond ring advertising ... a magnificent 
Artcarved bride in blazing color will sweep across two full 


pages. 











SEE THESE ADS IN AMERICA’S 
BEST-READ MAGAZINES 
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TIE IN...USE THESE 
NEW MERCHANDISING AIDS 








office for full details 


FoR APRIL, 1956 





Tony Bennett on new radio disc New newspaper mats 

Exciting new movie and TV shorts New supplement for your loose- 
New store displays leaf catalog of Artcarved rings 
New booklets and leaflets Luxury diamond ring box 

corn. ieee. 4. R. WOOD & GONE, INC weweta 


J.R. WOOD & SONS, Inc. 


216 Gast 46th Street, New York, N. Y. 
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PROVIDE YOUR FINE WATCH DEPARTMENT 
WITH MAXIMUM SALES 
AND PROFIT OPPORTUNITY 





Your customers know it! For years we have broadcast the faet that what- 
ever the style of watch, whatever the purpose, whatever the special need, 
Longines-Wittnauer makes it. The Longines-Wittnauer lines are the 
largest of any watchmaker in the world, offering a dazzling array of 
finest quality watches in exclusive styles to suit every personality; special 
watches, as well, for every need and purpose. The Longines-Wittnauer _ , 
jeweler need never miss the opportunity to make a sale. ( In this, our 
90th Anniversary Year, the Longines-Wittnauer watch story is being 
told through an advertising campaign of unprecedented size and impact. 
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JEWELERS’ 





ASSOCIA- 
survey to 


PARKING 


= NATIONAL 
TION conducted a 


has 
learn which businesses bring the most 
motorists into the downtown areas of 
our nation’s cities, 

It found that the best traflic-pullers, 
in order, are: department stores, doc- 
tors and dentists buildings, specialty 
shops (including jewelers), leading 
hotels, first-run or large theaters, pop- 
rail and bus termi- 


ular restaurants. 


nals. 


Eafe Tuomas O'REILLY, a 43-year- 
old bachelor from Brighton, kn- 
gland, was recently arrested for steal. 
ing a clock from a local merchant. 

John said he only stole the clock to 
pay for the fine the local court had 
imposed on him for a previous theft 
a few weeks earlier. 

What had he stolen the first time? 
Why, the very same clock, of course! 


Qurreay SITUATION: British customs 
\/ officials recently uncovered a dia- 


mond smuggling ring whose ingenious 
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SPEAKING OF THE JEWELRY TRADE 


technique sounds like it was filehed 
from a grade-B adventure movie. 
The smugglers had been sneaking 
the diamonds into England by stuffing 
into the stomachs of live 


them eels 


being shipped on Dutch and Seandi- 


avian merchant ships. 


One thing about their clever scheme 


bothers us: just how did they hold on 
to the 
enough 


of their gullets? 


slimy, wriggling things long 
to drop a diamond into each 


To DO-IT-YOURSELF craze which 
swept the United States by storm 
now seems to be taking hold in South 
Africa. 

Striking out on her own, Mrs. M. 
Liebenberg, a real do-it-yourself ad- 


dict, headed up into the desolate bush 
country to do some prospecting. 

Inside three months she had struck 
pay-dirt; a 315-carat diamond, re- 
ported to be a perfect octahedron. 
The huge gem, the third largest ever 
found in the diggings, was sold by 
Mrs. Liebenberg for $42,000. 


A* ATTRACTIVE, WELL DRESSED 
young lady about 23 years of age 
recently hurried of a 
small-town jeweler in Ohio and asked 


into the store 
him to examine her watch. 

Removing a platinum, diamond-set 
wrist watch from her purse, she ex- 
plained ; 

“I've just acquired this watch and 
something seems to be wrong with it!” 

The jeweler took her watch to his 
workbench and opened the case: to his 
astonishment he found that the watch 
didn't have a movement! 

The case contained only a chunk of 
cork, to which the dial and hands were 
fastened. Realizing that cork “move- 
ments” are frequently used in watches 
used for display purposes, the jeweler 
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H... they are—luxury 


rings that every 32° Mason 
will be proud to own! 
Massive, beautifully 

made, with fine quality 
diamonds—rings that bear 
the mark of famous 
Wefferling, Berry 


craftsmanship! 


Actua! size lilustration reproduced from our latest catalog. 


Diarmmnond 32° Masonic Rings 


IN 14K YELLOW GOLD WITH HAND CHASED 


PLATINUM OR WHITE GOLD EAGLES. 


Wefferling, Berry is known for the 
high quality of its emblematic jewelry 
and for its extensive selection. We 
¢ the finest M ic, 
603.W D556 $470.00 White j 537073 ES Ceo menutec wre the ines lesonic 
seis nites. whet: Gees Shrine, Scottish Rite, Knights of 


“603? 140.00 itinum face agles “637? 
*603W 110.00 Columbus, Elk, Moose and other lodge 


sorwt ia 1.88 White “"537W sve only nite ; and fraternal jewelry. 
626P HIS 1460.00 Piatinun 

S70wTs 85 00 Vhite ao 540W D5} 

S28WTIO0 10.00 White a *540W oun 

sj0WTI? 72.00 wi , ‘ 640.3 7000 Shrine 

s20WTIS 1$0 00 hi te ; ‘ white gold emblems 

oni fhdond oetped ss pace . etd ae sing ond 32" mounting Write Dept. JK-4 for our 
S327WT20 200 00 le whife gold embiems latest 60-pege catalog of 
SMW 130 00 jeogles, very heavy '604WT20 200.00 White gold eagle fine emblematic jeweiry 
“Si4P “woo P vu! Ce et (keystone) 


bd Not Hlustroted 


Wrerreecine Berry 2 CO. Tine Faaltimate Soweley 


Menmeenr AMERICAN oem sociev#f¥ y 8S ROGGE STREET, NEWARK B, N. J. 


NUMBER PRICE DESC RIPT NUMBER 
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concluded that the young lady's watch 
had been stolen from a jewelry store. 

He handed the watch back to her 
and said: “Take it back to the jeweler 
you purchased it from and he will cor- 
rect the trouble without charge.” The 
young lady thanked him, put the watch 
back into her purse and walked out. 

Hmm. What would you have done 
in his place? 


k 


tossing 


Ernest J. Mommo of Irvington, 
N. J.. has his way, well soon be 
our watches into the trash 
barrel, 

Mommo, a 69-year-old retired Pub- 
lic Service testing laboratory super- 
visor, calls our present method of tell- 
ing time “out of date and not at all in 
keeping with the atomic age.” 

To remedy this deplorable situa. 
tion, Mommo has perfected a metric 
clock, which divides the standard 24- 
hour day into 10 equal parts, to be 
Another 
into centi-days, o1 
the third hand. 


equivalent to the second-hand of to- 


known as deci-days. hand 


divides time one- 


hundredths of a day: 


day's timepieces, would record one 
thousandths of days, or mili-days. 

By breaking the day into 10 parts, 
the problem of computing time be 


It 


eliminates the necessity of multiplying 


comes much easier. savs Mommo. 


or dividing hours, minutes and sec- 














onds separately, he explains. 
“There is really no logical reason 





HEN LENWOop ANDREW JEANE 
and his bride walked out of their 


W 


for breaking the day into 24 hours wedding chapel in Ventura, California, 


except tradition,’ Mommo points out. 

Mommo expects some resistance to 
his new time-keeping device, but says 
isn't in a hurry about its ac- 
ceptance. 

Who knows, thousands of daily 
commuters around the country may 
someday be sprinting for the 3.33. or 


he 


as we know it now. the 8 a.m. express! 





ie rHE NEVER-ENDING struggle to out- 
wit the watchful customs agent, the 
tourist sometimes comes up with some 
highly ingenious schemes, 
Typical is the ambitious, but un- 
lucky by 


customs officials in Liverpool, England. 


musician recently nabbed 
Concealed on his person were 42 wrist 
watches! 

Six of the timepiece es were taped to 
the bottom of each foot: eight more 
were taped around each of his arms. 
The remaining 14 were fastened to his 
chest with two wide strips of adhesive. 


Wee 


“Why must | ask your father? He's the one 
who sold me the ring.” 
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0 eee er en 


they barely noticed a police ofhcer 


among the well-wishers at the en- 
trance, 

When the traditional shower of rice 
had subsided, the ofhcer stepped up 
and introduced himself. He also 
handed the surprised bridegroom an 
unwelcome and disturbing wedding 
gift: a warrant for his arrest. 

The misguided bridegroom 


paid for his bride’s wedding ring with 


a forged check! 

™ IDENTAL INFORMATION: South 
African gold production last year 

broke all records at 14,602,267 ounces. 

The of the 1955 output was 

about $512 million, topping the previ- 

ous record (in 1954) by around $50 


had 


value 


million. 


. oop NEWS: The number of home 
JI the United States 
reached a record 27 million in 1955, 
< 


owners in 
according to a report from the UL, 
Bureau of Census, 

More of the new 
bedrooms, a dining room and a fire. 


homes had three 


place, and there was an increase in the 
average size of the new dwellings. This 
trend toward more expansive living 
means more elegant dining and ente: 
taining—-which is bound to be re-. 


flected in the jeweler’s sales of china, 
crystal and flatware. 
Romeo UP over the slice the govern 
ment takes you 
Then consider the sad case of Glenn 
C. Elliott, internal revenue agent in 
Pittsburgh. 
Glenn won $50 for his suggested 
revision of federal income tax formas, 
When his check arrived, it was made 


out for only $41. The other $9 was 
deducted for taxes. 


from in taxes’ 


~ rn SsTAFY members of Look maga 
. for 


associate and one of them telephoned 


zine were buying a gilt an 
Tiffany's to ask about a certain article, 
reports columnist Leonard Lyons. 
“T'll take it,” 
the 
“Please have it gift-wrapped and I'll 


said the caller when 


piece was described to him 


pick it up.” 

“Tiffany's does not gilt-wrap,” was 
“Any Tiflany 
gilt wrapping!” 


the answer. hox is a 








DIiAMONODS 


Diamonds embody merchandising forces that, used 
as they should be, will produce for you the full 


profit potential of these all-important gems. 


* Who but a jeweler, and a great poet such as Tennyson, 
could say of himself: 

“I have handed on to future generations, 

Jewels . 

That on the stretched forefinger of all Time 

Sparkle forever,” 

Diamonds are forever. They are distinctive in them- 
selves and give distinction to those merchants whose 
prime income is derived from their sale. 

The only true definition of a jeweler must include the 
phrase—“he sells diamonds.” If he doesn't, he isn’t 
a jeweler. His stock may contain watches, silver, china 
and glass——any or all of these lines, and he can say he 
is a watchmaker, silverware merchant, the operator of 
a china and glassware store—or that he runs a gift and 


art shop. 














Only if he features diamonds can he truly say, “| am 
a jeweler.” 
Thus, the diamond distinguishes the jeweler, sets him 


apart from and above other merchants. 


Never forget what diamonds do for you 


Do you, as a jeweler, do as much for your diamond 
department and its profit-making potentials as you 
should—-for your own good? 

Perhaps you would, if you just pondered a moment 
what diamonds do for you while making you a jeweler 
and beyond. 

The greatest number of individual sales of diamonds 
is, of course, to those young couples who come to you 
for one of these King of Gems, with which they can 
symbolize and proclaim to the world that they are 
engaged to be married. And every year millions of 
couples are irresistibly attracted to the jewelry stores 
of America by the diamond—what a traflic-builder! 

What other merchant has this opportunity to share 
such a warm personal experience with these customers? 
And remember, these are young people with a lifetime 


of buying ahead of them. What other merchant has such 
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an opportunity to counsel on the immediately forth. 
coming gift and household items associated with a 
wedding and with the establishment of a new household 7 
None, of course. And it is all due to the diamond's 
introduction of the young couple to you, 

True, these young people might have come to you for 
their silver. They might have come to you for thei 
wedding rings. They might have come to you for thei: 
china or stemware, They and their family and friends 
might have come to you for gifts for the wedding. But 
they DID come to you be fuse you are @ jeu eler. the 


man who sells diamonds. 


Fairness is the watchword with diamonds 


This service which the diamond constantly performs 
for you carries an automatic obligation, You must be 
fair in your dealings with the diamond which brought 
you together with the young couple—-you must sell that 
stone honestly, For, in doing this you will be faithful 
not only to the generations of jewelers whose integrity 
has built consumer confidence in the jeweler of today, 
but you will also be laying the foundation for future 
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sales of other items, which is necessary if you are to 
maintain a volume sufficient to continue in business, 
Another service which the diamond performs is to 
serve as a constant reminder that your store is the top. 
prestige soUTCEe for special gifts. That is, of course, if 
you have been honest and decent in pricing the stone 


fairly and with good judgment. 


Kach engagement ring is an advertisement 


Has it ever occurred to you that every engagement 
diamond you sell is before the eyes of its owner every 
day—constantly——right on her hand? What a beautifully 
placed advertisement this is for you and the other items 
and services you offer and for which she has frequent 
need, It is a good advertisement, that is, if you sold the 
diamond fairly, so that it speaks well of your reliability. 
It is a daily reminder of your integrity. 

Has it ever occurred to you that when you sell a dia- 
mond and make your honest, but still important, profit 
that you can keep all that profit? You don’t have to set 
up a reserve fund for servicing. A diamond is forever 
and barring freak accident, it will remain forever, 


exactly as it was when you sold it. 
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The fact that the diamond does not deteriorate——and 
has historically increased in price over the years-—not 
only adds to your reputation as a vendor of good values 
but also gives you an unique advantage for additional 
sales. For you can always “make the diamond grow” 
and thus get still further diamond profits for yourself. 
And you always have opportunities for remounting 
and for selling additional diamonds which may be need- 
ed for perhaps a more elaborate setting or piece, 

Remember too, you really don’t have to talk anyone 
into wanting a diamond, These gems are pre-sold. Your 
job is to persuade the people in your shopping area to 


buy their diamonds in your store. 


They want them—and they can buy them 


Yes, it is important to you as a jeweler that diamonds 
are in themselves desirable. Of equal significance is the 


fact that in prosperous contemporary America, more and 


more people not only appreciate and desire the jeweler's 


most distinctive merchandise, but can afford to buy it. 
Rarely in history has ability to buy matched desire. 
With these current conditions working for you, you 


should take advantage of every occasion to suggest dia- 
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monds, The number of occasions you can promote as 
appropriate for gilts of these most-wanted stones is 
limited only by your imagination and energy. 
Remember, those diamonds in your store symbolize 
the finest and rarest of qualities——bound by those 58 
tiny facets are romance, beauty, permanence, desirability 


and your most loyal business friend. 


You are selling the symbol of sentiment 


What you are selling is the means for the expression 
of some sentiment. The diamond is a symbol of genuine 
value, Your actions in pricing and selling that diamond 
must be a reflection of that symbol. 

See your diamonds in all their tradition and beauty. 
l nderstand their significance to your public. Know them 
as stones, Love them and treat them as you would a 
loved one, 

If you know and feel what diamonds do for you, how 
they make your store a jewelry store-—-a more profitable 
jewelry store—your attitude will inevitably be reflected 
in how you handle these most precious stones—-in how 
you handle yourself when you sell them-——and in how 


many you handle during the year. 



























THE BRILLIANT IN A ROUND HEAD 


“Now, here's a new setting of the brilliant that preserves the round look 
of the diamond itself... . All the lines are round, you see. . . . These 


Center stone and a surround- 
little side diamonds here don't run down the sides of the ring. | 
ing melee, in round outline. 
They run around the center stone, making it look like a larger 

diamond, .. . You know, the eymboliem of the circle is in- 

teresting too. It means unending love. The perfect 


rs ; . ™ 
circle was a lucky symbol, ... Here's another setting, y) 


with prongs, that preserves the round look of the 
Round diamond, held firmly 


center diamond, .. . When you have a ‘picture 
by a set of prongs. 
frame’ or little rim extension around your 


diamond to make it appear larger, that 


can be round too.” 


Round diamond, round rim. 


HEART SHAPES 


“Have you ever seen a 


heart-shaped diamond? ...A 


beauty, ien't it? A true heart, 
with a good deep niche at the top 

And all the facets are laid out This ie a real heart-shaped 
symmetrically, just as they would le on a stone, with a good, deep 
round stone. , It's a great feat to cut a heart niche at the top. Heart- 
.. » Have to have tiny special tools to polish it 

shapes are a recent revival 

here around the niche... . Yes, there have been 
heart-shaped diamonds before, but not many in this cen 
tury. ... Here’s another form, a heart composed of round 


diamonds Or. the little decorative diamonds can be set 


inside a heart-shaped rim for a less expensive piece.” 


Heart-shaped outline can also 


Miss Dignam, of N. W. Ayer & Son, Inc., advertising agency for Sat Oem ERM PT Ga 
Defieers Consolidated Mines Lid., is an authority in the fields of 


fashions and diamonds. Collaborating with her as iMustrator of this article 


was Jack Harriton, New York custom jewelry designer. 





> - - , 
People are attracted by the word “new,” although they often buy the classic and conventional. . . 


Always have some “new” conversation, like the remarks suggested on these pages about your 


regular stock, and always have a few new items as “conversation pieces.” . . . The dia. 


mond is the bethrothal gem— it has been since about the end of the 15th century. .. . 


Encourage every engas 


y ed gi 


ged girl to have a diamond immediately on bethrothal; 


sell the wedding band as a separate ring. Don’t lump the two——it’s not 


tradition. Sell two rings. . .. Today's engaged girls are often teen- 


agers, who think they know it all. Usually, they don't even 


know what “solitaire” means! Explain things gently, be 


friendly, but help them make up their minds, 
lor every five true engagement rings in your 


window. show at least one diamond “an- 


niversary ring.’ Label them, “An- 


dorothy 


niversary Rings—-A Reward 


dignam 


for Deserving Wives.” 


TALKING UP THE TRENODS 


IN ENGAGEMENT RINGS 





FANCY CUTS WITH RIM EXTENSIONS 
“Yes, you can have a fancy cut, for around that price... . They used to 


be quite expensive because only large stones were cut in fancy shapes, 


. But bere’s a marquise, only about a half-carat. A beautifal Rim 


extension makes 


gem . And the way it’s mounted makes it look a lot larger. guise look much larger 
hat little frame of metal all around the stone extends 
the surface your eye looks down on... . Protects the 
edge of the diamond, too. , Actually, a marquise 
olien looks larger than a round stone of the same 
weight, because of those points. ... Y es, it's 
French, named for a marquise at the court 
of Louis AVI, they say... . It was «@ 
style of ring then, but today we have 
Emerald cut also can be 


diamonds cut in that shape . 


mounted with rim extension 


BAGUETTE SIDE 


STONES 


“Ragueties are very fashionable 


now. You see them on the most ex- 


pensive rings . These are tapered 


Brilliant with tapered ba- 
baguettes [They're cut to order in pairs, 


wuettes set in conve ntional 
Yee 


just to fit the sides of the ring it's 


a French word. meaning little ath k It's a very wide end to 
modern cul Baguette s are usually cut in | urope, 

but we can do them here, too No, they don't sparkle 

quite like the brilliant—they form a contrast to the more 

hery cuts The newest way to use tapered baguettes as side 


, Newest effect is to place 
stones ie to place the narrow ends next to the center stones, Gives 


baguettes with narrow end 
a rayed effect and makes big sparkle, a really lovely effect.” 


next to the center stone 





GEM-ON-GEM MOUNTING 


Yes, it does look like a bigger diamond. but the weights the same, 


actually. It's because the little side diamonds are set back in 


under the edge of the center stone here, and here. and along 


here. see, sort of tucked under the big sione = Does 


something with the light rave they strike through double 


Small stones are set under 


layers of diamond. . .. Makes a lot more sparkle. 


large one, for effective ) 
We don't know too much about light reflection yet 


SEeeGes Gees [here's refraction too, of course. Diamond is a 
mystery in some ways; there's nothing else like 

. Here's the same idea, gem-on-gem 

mounting, in a heart-shaped arrange 

ment that is really most effective.” 


(,em-on-gem mounting in a 
heart-shaped head Less 


expensive than heart-cut 


ANNIVERSARY RINGS 


*Y es, we have quite @ variety of 
these called anniversary rings 


Often given lor a wedding anniversary, 


Fancy anniversary ring and, so the ladies tell me. for the annivet 


sary of the day they got engaged, A soli 
laire ’ \ es, ilwayve correct 1 woman may re 


ceive a solitaire right up to the day of her diamond 


wedding pialvi bere lf you re buying anne stone, the 


solitaire is alwaye your best buy Hut of course. 4 woman 
Elaborate and graceful. 


may like something A little dressier than A plain tailored ritig 


This raved effect is good Anything with baguettes seems to 


look new {hoose what you like’ It deeen’t have te match her 


wedding band unless she definitely plans to wear it on her left hand.” 


BRaguettes add fancy touch 














DIAMOND WINDOWS : 


by Virginia Dixon 


A. A tiered turntable shows a gen- 
erous display of diamond rings, 
rising to the most expensive at 
the top. Wedding rings and other 
pieces are carefully grouped. 

MB. A good portrait points up the 
combination of diamonds and femi-. 
nine beauty. Flowers, rings and 
other diamond pieces carry out 

the theme on elevations, 

q. A series of silhouettes points 
up the fact that women of all ages 
and types love diamonds, The 
heads should be in various tones 
of just one rich color. 

DD. Wire hearts twined with flow- 
ers suggest the bridal theme. 
Rings are displayed in boxes 

and on long dowels, Open 


frames are made of plywood, 


© Whether or not you realize it, you are selling diamonds 
all day, every day, Sundays and holidays included! 

A diamond purchase is always an important one, rarely 
if ever made on impulse, and the factors which bring a 
diamond customer to your store when he is ready to make 
his purchase are the result of a cumulative build-up of 
favorable impressions often over a long period of time. 

The visual share of these impressions comes primarily 
from your displays, both window and interior. Even 
when your store is closed, its window displays, or lack 
of them, are making some kind of impression on the 
minds of the passers-by, 

Customers in the store for watch repair service or a 
small gift purchase are receiving visual impressions of 
your store and your merchandise which will influence 
possible future diamond purchases, So you have an all- 
year-round, day in and day out opportunity to promote 
diamond consciousness and to promote it in your favor. 

Romance is of course your biggest and best diamond 
salesman, but this doesn’t confine your promotions to 
engagement rings alone. The diamond is April's birth- 
stone, but a diamond would be a welcome birthday gift 
to a wife or sweetheart born in any month. 

A gift of diamond jewelry has long been a traditional 
gift at the birth of a baby. There are now three recog- 
nized diamond anniversaries——LOth, 30th and 60th, but 
a diamond gift from husband to wife could well mark 
any milestone date in marriage—an anniversary, a busi- 
ness success, the birth of a baby, a memorable birthday 
or Christmas. 

A traditional superstition about the diamond is that it 
“quickens affection and restores love between husband 


and wife.” 
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If your windows and interior displays are to inspire 


the favorable impression you want, they must be con- 
ceived with imagination and a bit of drama. Be specific 
in your selling suggestions, Make use of all the selling 
possibilities which will apply to your type of customers. 
Devise settings and props that will carry out these selling 
ideas and be sure your display copy is friendly, definite 


and convincing in style and legible in execution. 


In-store and window dispiays should work together 


W ork out a plan of coordinated displays for both 
windows and interior cases. Your interior displays should 
be just as much selling displays as your windows, for 
the customers who are in the habit of coming in your 
store for other merchandise are probably your best 
prospects for diamond sales. See that they are exposed 
to plenty of diamond promotion whenever they are in 
your store, 

Props and decorative accessories should be consistent 
in quality with the merchandise they are designed to 
feature, but do not hesitate to use color and interesting 
texture and dramatic design to put across your selling 
theme. Ke sure your lighting in the windows and in you 
show cases is adequate. Diamonds need more light for 
effective display than almost any other merchandise. A 
combination of incandescent lighting for brilliance and 
fluorescent for coverage is usually good. 

Strive for variety and interest in your merchandise 
arrangements and try to keep diamond merchandise as 
near eye level as possible. Flat, uninteresting rows of 
rings on the window floor are not dramatic display. 


The accompany ing sketches illustrate ideas which can 
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be used either in the window or inside the store in case 
displays. It is a nice idea to have interior displays which 
carry out the window theme, If this seems too expensive 
an idea, the window materials can be used for interior: 
displays when the windows are replac ed, 

Sketch A uses a tiered turntable to display a generous 
selection of diamonds rings. Such a unit might feature 
the least expensive rings on the large bottom shelf with 
graduated selections of higher priced rings on the uppet 
shelves with the handsomest ring in stock, right on the 
Lop. 

Wedding rings on slender cylinders and additional 
diamond merchandise in boxes are shown in groupings 
on either side of the “Diamond Tree’, Daintily wrapped 
ring boxes are suspended at various heights with narrow 
ribbons. The boxes could all be wrapped alike or in 
various pastel colors, all tied with silver or gold ribbon 

Diamonds and feminine beauty combine for the theme 
of Sketch B. It should be possible to borrow a good 
portrait for the center background. A spring flower 
arrangement is placed to the left of the picture and rings 
are arranged on rectangular elevations on either side. 
Additional diamond pieces are laid on a circular pad 
in the center of the window with a « Opy Message 

Silhouettes of feminine heads fill the background in 
Sketch C with merchandise arranged on cylinder ele 
vations and on a diamond patterned floor. The silhouettes 
can be cut from cardboard and covered with tabru 
or velour paper could be used. The heads should be in 
various tones of one rich color—rose tone shading to 
maroon or pale green shading to deep green with the 
deep color repeated in the elevations and floor pads. 
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E stablishing an office in Antwerp, 
Belgium, to be able to buy stones 
at that city’s Diamond Club (left) 
gave the Goldman Jewelry Co., Ine. 
Kansas City, Mo. a point of depar- 
ture for an advertising and display 
program appealing to the public's in- 
terest in diamonds. In the windows 
(right), Goldman's pute not only dia- 
monds, but the exotic looking boxes 
in which they arrive (center). News- 
paper advertising features explanatory 
descriptions of gems as they arrive. 


by Donald C. Taylor 


TAKING THE 


This firm effectively promotes its Antwerp office 
in a selling campaign that gives an interested pub- 
lic an inside view of diamond grading and selling. 


Advertising and display do the job. 


* To the public at large, diamonds are a mysterv-——and 
accurate, authoritative information about these sparkling 
stones can come as a treat for the imagination. 

A mid-Western firm, Goldman Jewelry Co., Ine.. 
worked out an advertising and window display program 
that capitalized on not only the public’s readiness to take 
interest in diamonds, but in its interest in foreign nations. 

This combined appeal became the central element of 
a long-term campaign that paid off more than satisfacto- 
rily for Goldman’s. For this firm (it operates two stores 
in Kansas City, Mo., and one in Kansas City, Kan.), 
basing a concerted diamond campaign on the public's 
emotions and interests turned out to be a sound decision, 

The program dates back to February, 1952, when 
Goldman's established an office in Antwerp, Belgium, to 
be able to buy stones direct from that city’s famous 
Diamond Club. This step was brought to the attention of 
the public in the firm’s trading area quickly and ef. 
fectively. 

While the establishment of this office could be counted 


on to appeal to the public's imagination and interest in 
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foreign lands, these feelings had to be converted into 
sales impulse. Goldman’s embarked on a long-term ad- 
vertising campaign to turn interest into willingness and 
eagerness to buy. Core of the campaign, management 
decided, should be the use of large amounts of news- 
paper space, backed up by colorful window displays, 
The drive was initiated and put into effect by a team 
of four Goldmans——George L. Goldman and Fred Gold- 
man Sr. with his two sons, Fred, Jr... and Richard A. 


and the advertising manager, Austin Harmon. 


This is how campaign operated 


\ few examples will serve to show how the advertising 
campaign worked: 

Last April, Goldman’s placed a five-column, page- 
length newspaper ad announcing a direct import sale 
of loose diamonds. In detail, all the conditions of sale 
to Goldman's customers were listed. The remainder of 
the ad space was given over to descriptions of the 
individual loose gems that had been flown from Antwerp. 

Each of the diamonds was described in carats, number 
of facets and whether groups were matched, The color of 
each was given; some were referred to as “perfect” with 
an accompanying explanation of what this term meant. 

Altogether, this advertisement contained 40 descrip- 
tions of individual diamonds or groups. Later, more 


newspaper advertisements gave new facts about diamonds 
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MYSTERY OUT OF DIAMONDS 


as they arrived from Antwerp, giving consumers a 
running account of Goldman's import operations, 

The firm's capitalizing on the interest of the public in 
the mysteries of diamonds did not end with advertising. 
Window displays of newly-imported diamonds were used 
frequently, The stones were displayed with effective 
simplicity, being placed on the window floors and ele- 
vations in the papers in which they arrived, Belgian 
travel posters were placed in the windows for added 
interest and color. 

Another effective window display was made of the box 
in which some of the diamonds were shipped, Covered 
with foreign stamps, wax seals, addresses, postmarks in 
Flemish, French and English, and customs stamps, the 
box had something of the effect of a package under 
a Christmas tree, plus its own suggestion of distant places. 

The 70-year-old store uses a clear and distinctive ap- 
proach in its advertising. Built on display of specific 
items, they draw the reader's attention and intensify his 
latent interest in the product advertised, 

By linking the store name with that of the Antwerp 
Diamond Club, by playing up the famous Belgian dia- 
mond center, with its workshops and market centers 
dating from the guilds of the Middle Ages, and by ap- 
pealing to a public that had showed itself receptive in 
many other areas to the ideas and influences of other 
countries, Goldman's gave the impetus to an advertising- 


display program that soon rolled along on its own power. 
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No other gift expresses you so well 


Your discriminating taste is underscored by the 


brilliance and matchless beauty of a diamond. 


Your affectionate regard is indicated by the 


prestige of this most distinguished of gems. 


Your discerning sense of values is affirmed, for 
a diamond is endowed with lasting value, what- 
ever its size or price. 


Your place in the world is suggested by your gift 
of a diamond, most admired, most wanted of all 


the world’s gems. 


This year, let a diamond make memorable that special 
anniversary, or important birthday, a debut, the birth 


of a child, or any significant event. 


ae * ‘ 
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carat $700 to $455 | carat $545 to $1175 72 carats $1475 to $9400 3 carats $7500 to $6365 


Color, cutting and clarity, as well as carat weight contribute to a diamond's value A trusted jeweler 
s your best adviser Prices shown quoted by representative jewelers for top grade unmounted 


diamonds, October, 1955. Add tan. Laceptionally fine stones are higher 


De Beers Consolidated Mines. Ltd 


























Addressed to men, selling for you, this new 
advertising is promoting the diamond gift 
tradition. Running in addition to the na- 
tional advertising promoting the engage- 
ment diamond tradition, it’s aimed at the 
big market for diamond sales among 
people beyond marriage age. Strongly com- 


petitive, it defines the basic reasons why a 


Promoting your 
gift diamonds 





New man-to-man 
diamond advertising in Time, 


The New Yorker, Town and Country 


diamond gift is more significant and effee- 
tive than any other obtainable at a compa- 
rable price. It includes a reminder listing 
of gift occasions, gives important inlorma- 
tion on diamond sizes and prices. Tie in 
with this new advertising ... use this 
approach-to-men in your own selling .. . 


promote diamond gifts to increase sales, 


The advertisement shown opposite 


appears im 


\. The New Yorker, February 11 


! Time, February 6 


' Town and Country, March 


Advertising promoting the Engagement Diamond Tradition is working for 


you in leading national weeklies... Life, Look, The Saturday Evening Post. 


De Beers Consolidated Mines, Ltd. 









Tu sketches below 
point up three of the 
things the PTC has ruled 
out. Rule | deale with 
“misrepresentation and 
deception :" Rule 8 with 
“misrepresentation of 
weight.”” and Rule 18 
with “fletitious prices and 


price lists 


INDUSTRY AND PUBLIC PROTECTION 


For the greatest general benefit, 
the Federal Trade Commission 
conferred with diamond industry 
representatives in drawing up 
trade practice rules. 


* The newly-announced Trade Practice 
Rules of the Federal Trade Commission 
represent a joint industry-government 
effort, 

They represent the thinking, not only of 
a Federal Government agency, but of the 
industry as a whole, The Diamond Com. 
mittee of the Jewelers Vigilance Committee, 
in cooperation with the authorized repre- 
sentatives of virtually every group and 
association in the industry, worked with 
the FTC in drawing up the rules. 

These rules are the result of many 
lengthy meetings, during which the Federal 
Trade Commissioners sat with the men of 
the jewelry industry, discussing how best 
to draw up protective regulations, 

As the JVC points out, “The rules were 
prepared to protect responsible firms who 
deal in diamonds as well as the buying 
public ling The JVC further invited persons 
in the industry to “report to the JVC any 
violations which come to your attention.” 

The rules, as the FTC puts it, “have 
application to the sale, offering for sale, 
or distribution in commerce, by any per- 
son, firm, corporation, or organization, of 
diamonds (other than industrial dia- 


monds), whether cut, polished, or in the 


rough; synthetic diamonds and imitation 
diamonds; and of any jewelry items or 
other products containing diamonds, syn- 
thetic diamonds, or imitation diamonds.” 

Rule 1 pertains to “misrepresentation 
and deception in general.” It defines as an 
unfair trade practice the use of any trade 
promotional material, oral or written, that 
tends to mislead prospective purchasers 
with respect to the “type, kind, grade, 
quality, color, cut, quantity, size, weight, 
nature, substance, durability, serviceability, 
origin, preparation, production, manu- 
facture, distribution, or customary or 
regular price, of any diamond or other 


product of the industry.” 


FTC defines ‘diamond’ 


Misuse of the word diamond is the sub- 
ject of Rule 2. In brief, unless the stone 
meets the FTC definition of a diamond, it 
may not be advertised as such without 
qualification, 

The misuse of certain descriptive words 
is spelled out in the FTC’s Rule 3. Forbid. 
den as unfair trade practices are the use 
of “the word ‘reproduction, ‘replica,’ ‘dia- 
mond-like’ or similar terms, as descriptive 
of imitation diamonds,” and the practice 
of using “the term ‘synthetic diamond’ as 
descriptive of any object or product unless 
such object or product has in fact been 
artificially created and is of similar ap- 
pearance and of essentially the same optical 
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Heart-Shaped Gems Back 


By BARBARA BRUCE 

EART-SHAPED diamonds added an extra fillip to Valentine's Day fashion show. 
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by David Widess, C. G. 


measuring DIAMONDS 


David Widess, of 1. Widess & 
Sons, Los Angeles, tells in this 
first of two articles, prepared for 
JC-K, the means and importance 
of measuring gems. 


* You may often weigh yourself but 
only occasionally do you specifically 
measure your height and waist. That's 
just what happens with gems—they 
are often weighed but seldom mea- 
sured, 

One of the most important reasons 
lor measuring diamonds and othe 
gems is to estimate the weight of a 
stone when it is mounted, They are 
measured also for completeness of 
stock of appraisal records, and for 
designing and ordering stones from 


wholesalers. 


Three commonly used gauges 


What are the gauges that are used 
for measuring stones? Three are most 
commonly used, The simplest is the 
millimeter gauge, no stranger to any- 
one in the business, Its duty is simply 
to measure in millimeters. 

The Moe gauge can also be used for 
straight measuring, but its chief role 
is for estimating the weight of a 
round diamond that is mounted, By 
simply measuring the girdle and 
depth of a round diamond, and re- 
lerring to the calculating book, you 


can get a correct weight. 


The Moe gauge is three times more 


precise than a millimeter gauge. One 


millimeter will equal three and a third 
units on a Moe gauge. 

The third, and by far the most ver- 
satile, is the Leveridge gauge. This 
gauge is three times more precise 
than a Moe gauge and 10 times more 
precise than a millimeter gauge, since 
it divides one millimeter into 10 
equal parts, 

Besides its ability to estimate the 


weight of mounted diamonds, it esti- 


at 


The A. D. Leveridge gauge and weight esti 
mator ie one of three inetruments avail 


able to the jeweler for measuring germe 


mates the weight of mounted dia- 
monds in emerald cuts and marquise 
cuts. The tables that go with the 
gauge also include pearls and other 
features. 

For those readers who are inter- 
ested in the costs, they are: Milli- 
around $2: a Moe 


meter gauge, 


gauge $0.25; a Leveridge gauge, S00, 


Discrepancy has advantages 


Many jewelers do not realize the 
discrepancy in measurements of dia- 
monds of the same weight. For ex- 
ample, if you would take any five 
diamonds of the same weight and 
measure the girdle and depth on a 
Leveridge gauge, the chances are that 
differ- 
ently. You could even take 10 dia- 


each diamond will measure 


monds of similar weight and come to 
the same conclusion. There are cer- 
tain advantages that can be derived 
because of these discrepancies, It is a 
means of identification. 

For instance, if you receive a dia- 
mond from your customer for pur- 
pose of matching or replacement, it 
would be a good idea first to weigh 
the stone and then measure it on the 
Leveridge or Moe gauge. You may 
find that the measurements may keep 
you from confusing your customer's 
stone with your own. 

If you have master diamonds for 
the purpose of diamond grading, you 
fully realize the task of getting an 
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Winner of “Diamonds, U.S.A." Award for outstanding achievement in Jewelry Design. 
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Raymond Abrahams proudly 
presents a new, magnificent 
collection of specially priced 
Diamond Watches with 


guaranteed jeweled movements. 


Available on consignment for 
your special requirements 
Attachments are also 


avatiable separately. 
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551 Filth Avenue, New York 17, WN. Y. 
Phone — VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-39. 





and 


baroque 


nRnRO ADEN 


© Last month we became so engrossed in the seemingly 


infinite variety of the fine-grained, or “cryptocrystalline” 


quartzes, that we never got beyond our first group. They 
were the naturally, or artificially colored, one-color chal- 


cedonies, known as carnelian, sard, onyx, and chrysoprase. 


This month we shall still find ourselves confined to 
chalcedony, for this first group includes many of the most 
lascinating of all quartz stones, some of which seem to 
have the power of evoking an approximation of lunacy 
on the part of collectors. The notorious “tulip mania” of 
Holland (1634 to 1637-—#ee the interesting little Penguin 
book, “Tulipomania,” by Wilfred Blunt) had a small 
scale counterpart in the prices that were paid for moss 
agates at one time, and even today collectors in the West 
hoard stones which no offer would pry loose——or 80 they 
claim, 

The retail jeweler can profitably learn about finished 
examples of these quartzes. They are not only interesting, 
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Unusual materials can be fash- 
ioned into art objects, like this 
chaleedony and sardonyx goldfish. 
(Courtesy of Wedderien, Inc., 

485 Madison Ave., New York.) 


4 series by 
Dr. Frederick H. Pough 


IC-K Gem Consultant 


cabochon quartzes 


THE SEREWELER’ S HORELZON 


but have definite value, beauty and appeal to the imagina- 
tion. Thus, they are in the jewelry store class. 

“Agate” in this conjunction is not comparable to agate 
of “banded agate.” When we speak of “moss agate’ we 
refer to a chalcedony-like substance, devoid of conspicu- 
ous banding. The chalcedony is the host to a mass of 
intruders that meander through their matrix like a mass 
of algae or spots of mold. They may appear as a series of 
small black patches, or they may merge into a solid black 
band sprouting a forest of little trees. 

The patterns in the common American moss agates are 
usually three dimensional, spread through very trans 
lucent chalcedony, while most of the Indian “Mocha 
Stones” are more opaque and very thin, with the pattern 
spreading along the surface of an ancient crack in the 
stone, but penetrating only a hair’s breadth. Such a stone 
must be carefully polished, else the pattern will be lost. 

PLEASE TURN TO PAGE 102 


THe JEWELERS’ CIRCULAR-KEYSTONE 





WED-LOK*™ 


ALU. O¢ fe lalle . 


| ( 
Symbolism + Sentiment + Sales! 


ee 
A, of the Valley (called Muguet in 


romantic France) is the beautiful symbol of love and luc/ 
the symbol cherished by all brides. This new 
Wed-Lok. series entwines irresistible selling point 
age-old sentiment, modern beauty, and 


the quick-clicking guaranteed lock 


ine 


rs ) 1/44 Yt pt pth f J SAAS ASA ACC 
f he 4 


"TRAOE MARES BEG. U. &. PAT. OFF. WEO-LOK SINGS ABE PROTECTEO OY U.S. PATENTS 


FOR APRIL, 1956 








second of a series 


by William Scheibel 


if i were a jeweler 


(William Scheibel emerged from retirement re- 
cently to write this series of articles exclusively for 
JC-K. He bringe to his discussion of around-the- 
calendar merchandising and display ideas for re- 
tail jewelers more than 31 years of experience as 
advertising and sales promotion director for some 


of the jewelry industry's largest firms. ) 


* It is only too human for jewelers, like other business- 
men, to complain when business drops off. They cast 
about for the cause of their difficulties, but frequently 
lay the blame at “conditions,” or the weather, or any 
other convenient whipping boy. 

The reason is generally much closer to home. Often, it 
is in the jeweler's windows, those vital display areas 
that can stop passersby and attract them into the store, 
or can be litthe more than an orderly dumping ground 
for merchandise, 

In his everlasting competitive battle with discount 
houses, department stores, appliance dealers and other 
merchants, the jeweler has on his side the traditions of 
quality merchandise, displayed attractively in his win- 
dows and throughout his store. By considering the 
possibilities each month offers him, he can make his 
display windows the showplace of his community, all 
the year ‘round, 

MAY and JUNE are the graduation months. In the 
southern states graduation usually takes place earlier 
than in the north and many colleges have their com. 
mencement exercises during the latter part of May. It 
is, therefore, advisable to begin soliciting this gradua- 


tion business in May and there are an untold number 


of ways that the alert retail jeweler can go about it. 

Karlier in this series | stressed the fact that anni- 
versaries, engagements and weddings are always on the 
“open season” list. | offered the suggestion that a part of 
a window always be devoted to the “wedding gift” theme. 
lor June | would augment this display with additional 
material—-possibly a new and larger photo of a bridal 
couple, In front of this pul a Bible with a wide strip of 
white ribbon between two of the pages and a small bridal 
houquet made of artificial or simulated flowers on top 
of it or right next to it, 

Once again, | would like to emphasize the importance 
of choosing the merchandise to be displayed. It must be 
attractively laid out and arranged in price groups to suit 


everyones purse and ability to buy. 


Father's Day can be profitable for the jeweler 


Like Mother's Day, Father's Day is also a one-day 
merchandising event. However, with just a little care and 
ingenuity it can be made a profitable time for the jeweler. 
Once again, | would resort to the use of a good photo- 
graph showing a typical father. Such a picture can be 
readily obtained from any photographic studio that sells 
stock photos. 

With this picture in the center background the Father's 
Day gift items should be spread out before it. | am a 
firm believer in the use of neatly lettered cards and sug- 
gest the use of two that would go well with this display: 
Honor Your Dad On Father's Day With A Gift He Will 
Always Cherish; Show Dad You Really Care With A 
Gift of Fine Jewelry—father’s Day-—Sunday, June 17. 

And just to make certain that it wont be overlooked, 
let me repeat the importance of featuring the birthstone 
of the month, which for June is the pearl. This gem 
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NOW AVAILABLE FUR 


DEALER GUUNTER DISTRIBUTION 


DIAMOND RINGS 


Courtney cut for brilliance* 
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inquiries invited from rated jewelers 


JOHN J. COURTNEY & CO. 
452 Fifth Avenue, New York 18, N. Y. 


YES we are interested in tying in with the Courtney 
selling program for 1956. Send us information about 
your special “guaranteed selection offer’ together 
with advertising display and Consumer Facts booklets 
for our store use, without obligation. 


STORE NAME 
PRINCIPAL 
ADDRESS 
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* The other day the postman brought us an airmail 
letter bearing a number of colorful, strange-looking 
stamps. Its faded, nearly obliterated postmark read: 
“Bulawayo, Southern Rhodesia, Federation of Central 
Africa.” 

Perhaps the most intriguing thing about the envelope, 
however, was the way it was addressed, In a firm, con- 
cise hand our Central African correspondent had written: 

“The Editor, Jewellers Keystone of America, America’s 
Leading Trade Journal for Jewellers, New York, L. 5. 
of America.” 

The writer of this letter, one Lewis Jason, a “jeweller 
and diamond mounter™” in The Little Gem House ( Pvt.) 


le 


From Southern Rhodesia, a jeweler 
wrote to ask JC-K for aid in tracing 
members of his family. Challenged 

by this unusual appeal, associate editor 
John Blumberg cheerfully put his detec- 
tive techniques to work. The result: 


the Mission Was soon accomplished 


CALL FROM THE WILD: 


A JEWELER IN AFRICA SEEKS HELP OF JC-K 


lid.,. 4 Norvaal House, 6th Ave./Fife St., Bulawayo, 
asked us to help him with a personal problem: 

“| am trying to trace members of my family in the 
trade, left there when my grandmother left the LU. 5. 
in about 1895,” he explained. 

At best, tracing a lost relative is not an easy task. In 
Jason's case, the difficulties seemed insurmountable. They 
were separated by thousands of miles and an ocean, they 
had been out of touch for more than 60 years and the 
only link was his grandmother, now 86, who had a 
failing memory. 

As the grandmother recalls, she had two cousins, Joe 
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IN THE STARS... 





STARTING NOW... a season of seven major gilt 


giving events . 


Graduation Father's Day Weddings 
Mother's Day Engagements Anniversaries 
Birthdays 


More and more of your customers are reading about Linp1 
Stars... their matchless perfection _., their unique ability 
to achieve the beauty and clarity found, until now, only in 
the star sapphires and star rubies “grown” by nature over 
the span of centuries. 

So show the Stars to your Customers. | he first sight ot a 
Linpve Star is always exciting . . . make it an intriguing in- 
troduction to a profitable sale. Whatever the event... a 


Linpe Star is suitable. 


Linpe Star advertising in the New Yorker Maga 
zine supports your own retail drive tor more—and 


more profitable sales ot LINDE Stars. 


DISTRIBUTED BY 


MAX DURAFFOURG GEM CO. CHARLES F. WINSON, Gems 
576 Fifth Ave., New York 36, N. Y. 580 Fifth Ave., New York 36, N. 


GEORGE HOUSTON 
448 South Hill Street, Los Angeles 13, Calif. 


The term ‘Linde’ 
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for graduation 
ribbed gold cuff 
links, set with 

Linpe Stars 


for Mother's Day 
Linpe Star 
surmounting gold 
sunburst pin, 

hive diamonds 


for Father's Day 
heavy gold Gypsy 
mounting for a 
Linpe Star 


forengagements 
Linpe Star ring, 2 
baguette diamonds 


for weddings 
wide wedding band, 
Linpe Stars 

and diamonds 


foranniversaries 
gold tailored 

tie-bar set with 
Linpe Star 


for birthdays 
dainty enamelled 
charms, set with 
lL inpe Stars 














( hoice Pre tari tinge line designs 


set with Linpe Stars 


rounds and ovals in a full range of sizes 





is @ registered trade-mark of Union Carbide and Carhon Corporation 
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A JC-K aid to selling fine JEWELRY 





by 
JACK 
HARRITON 


Flexibility features 
design of necklace, 
with diamond weight 
of 12 carats. Ring 
designs emphasize 
graceful use of 


haguette diamonds 


Original creations desis ned exclusively jor THE /Eu f Lt RS’ ( IRe¢ L 1h-Af } STONE 


Many precious jewelry sales can be made by capitaliz 


ing on the customer's interest in design. By becoming 


familiar with these designs you will be able to sketch sug- 


geations that will impress your prospects, You need not be 


an artist to do this 


‘2 


. met 


ii pad of tracing paper and soOTTIC 


practice should give you the necessary confidence, Cut out 
and save these pages. They can be kept in a filing folder 
for quick reference or they can be shown to those “hard 
to-please’ customers, They can even be framed and dis 


played in vour store, 
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MEASURING DIAMONDS (from page 84) 


adequate set for that purpose. Therefore, you should take 
the precaution of not mixing them with the diamonds you 
are grading by first measuring the girdle and depth of 
your master diamonds. 

It is advantageous to measure as well as weigh impor- 
tant diamonds for keeping inventory cards or records, It 
is logical to do the same for appraisals. In making an 
insurance appraisal, a mounted diamond’s weight at best 


is only an estimate whereas the measurements are exact. 


Third use of gauges-——in recutting diamonds 


So far we have emphasized the importance of measur- 
ing for estimating weights and for identification. We now 
have a third use and that is determining the possibility of 
recutting diamonds, 

lt is of prime importance lo use the Voe OT Leveridge 
gauge when you might be considering recutting diamonds 
such as old miners, shallow diamonds or others that were 
originally cut for weight rather than brilliance. These 
gauges will help you determine if it is practical to recut a 
diamond and will determine the amount of loss of weight. 

Let us now see how we can in the most simple way 
determine how much we would lose in recutting a round 
diamond, First we will observe if the diamond in question 
is too heavy or too shallow. 

lf it is too heavy all we do is measure the narrowest 


diameter of its girdle—look up this diameter size in the 
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your customers submit to you for sale. 
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a} . 






Leveridge or Moe tables and observe the corresvonding 
depth about half way in the column. Thus we can read the 
weight of the recut diamond. 

On the other hand, if the diamond is too shallow we 
only measure the depth (from table to culet) and this 
time observe the corresponding diameter in the tables and 
read the weight of a recut diamond, 

We could derive more exact estimates knowing that 
depth is 60 per cent of a diameter in good cut diamonds. 
Just as before, take the narrowest diameter in the girdle 
and multiply by .6 to determine the proper depth or multi 
ply depth by 1.67 to determine the proper diameter, In 
either case look up the two resulting dimensions in the 
gauge tables to determine the weight of a recut diamond 

At best, all these estimates are approximate as we have 
to consider other factors such as the relationship of crown 
(top part) to pavilion ( bottom part of a diamond). The 
top is 29 per cent and bottom 71 per cent. Also we should 
consider the upper and lower main facets. The upper main 
facets at 341° and lower at 41°. Even the color and in 
clusions in a diamond are important factors for influ 
encing our decision in recutting diamonds, 

lhis concludes the first part of this series, in which we 
concentrated on gauges that specialize in accuracy, In the 


second part, we will proceed to a different breed of gauge 


The rotation of the earth, by which time is calculated, 


does not vary one hundredth ol a see ond iii 1000 years 
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TV or no TY, sales of low-priced 
radios have been a boon to busi- 
ness for this enthusiastic retailer. 


* Low-priced radios are one of the 
most valuable trafhe-builders a jew- 
eler can offer, according to Malcolm 
Straus, manager of Daniels Jewelry 
Co., 14 E. Washington St., Phoenix, 
Ariz. 

They have certainly proved thei 
value to the Daniels firm; in each of 
the chain’s five stores around the 
state, radios are the number one “ac- 
count opener’ and source of new cus- 
tomers. 

“We concentrate on special pur- 
chases of lesser-known brands of ra- 
dios, which can be retailed at $20 or 
leas.” saves Straus. “This, we have 
found, has many advantages. First, 
there is the all-important market 
where a radio is always a highly- 
acceptable choice. Second, the price 
of the radios fits into our layaway 
buying program which permits the 
customer to pay a small amount down 


94 


with low weekly payments. Third, this 
means that the customer comes back, 
week alter week, giving us a natural 
opportunity for additional sales.” 


Turnover—6 times a year 


Straus buys from 200 to 300 of 
these small radios every three months 
or less and can depend upon a turn. 
over six times a year—-a marked im- 
provement over the turnover of othe: 
stock, which ranges between two and 
a half and three and a half times a 
year. 

The firm’s newspaper and radio ad- 
vertising, constantly bringing low-cost 
radios to the public's attention, is 
credited with an important role in its 
large volume of radio sales. Display 
is important, too, and Straus devotes 
one window to the small radios 
throughout the year. 

In addition to advertising and dis- 
play, the Arizona jewelry chain has 
found direct mail an excellent means 
of boosting radio sales, Straus runs 
six direct mail campaigns each year: 
the folders mailed are not elaborate, 
but they do give all prices, illustra. 
tions of new models and various gift 


the 
RISING 
VOLUME 
in 
RADIO 
SALES 


suggestions for the entire family. 


These folders have also proved so 
ellective in moving the firm's better- 
priced lines that direct mail opera- 
tions are expanded during Daniels’ 
four major selling periods: World 
Series month, the football season, the 
Christmas season and Mother's and 
Father's Day. Promotion efforts are 
not limited to these periods, however, 
according to Straus. As he points out, 
“There is scarcely any time of the 
year when a small radio is not an ap- 


pealing gift.” 


Clock-radio is best seller 


Daniels has found its best selling 
item is the clock-radio combination, 
which currently accounts for between 
60 and 70 per cent of its total radio 
sales volume in each of the five stores. 

What are the reasons behind Dan- 
iels’ surprising radio sales at a time 
when TV has supposedly cut sharply 
into the 


Straus lists them this way: 


/ 


use of the home radio : 


(1) Their unique appeal as gifts 
for “extra set” use in the bedroom. 
kitchen or den, or as alarm clocks in 
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irons and Russell’s 


NEW EMBLEM RINGS 


Illustrated: Masonic 
Blue Lodge ring with 

heavy 10K yellow gold 
shank with trowel and | 
level on sides, 1IOK 
white gold sun ray and 

emblem. | 


No. R-811 
$48.00 each Keystone 
IRONS & RUSSELL CO. 


PROVIDENCE * RHODE ISLAND 


Emblems since 1861 
through your Wholesaler 











FOR 
THE 
MAN 
OF 
HER 
GEN ONYX OR SYN RUBY 
Cc H oO i Cc E ; PATENTED INTERCHANGE 


ABLE INITIALS- EMBLEMS 


HIS INITIAL OR EMBLEM 
ON THIS BDA-10 KT. GOLD RING 


ORDER ONLY THRU BDA WHOLESALER 


For the man who is proud of his Fra 
ternal membership. these handsome 
sets are available in atl popuiar 
embiems. Colorfully enameled on a 
background of mother-of-pearl in a 
setting of highly polished yellow gold 
plate. Set Retails for $9.00 


RIPLEY & GOWEN CO., INC.—Afttleboro, Mass. 








Remembrance Bracelets *, 


ina wide variety 






of chain designs 





Available in 
Sterling Silver ° 1/20 2 . GF 
1OK ond 14k 


AUTOMATIC CHAIN CO. © Providence, RK. | 


NEW YORK + CHICAGO + LOS ANGELES 








_— 





BARROWS 


1365 (Shown Left} 6” 
Beautiful two-tone 
Sterling Silver brace- 
let with hand engrov- 
ing and lovely signet. 
$7.75 ea. 

Also 5'/>" size. 


1599 (Shown Right) 
6" Pretty pattern, joint 
and catch with con- 


cealed safety quord, 
1/20-12K yellow Gold 
Filled. $6.50 ea. 
Also 5/4" and 7” 
sizes. 
H. F. BARROWS CO. — NORTH ATTLEBORO, 








aa 


GOLD FILLED 


Better for your purpose - - - SALES. 


PITMAN & KEELER 
sf” $11.50 Ret " i ase. 


PITMAN & KEELER tnc., 104 County Street, Attiebere, Moss 





customers are people. 


by Charles P. FitzPatrick 


The end of a sale should be 


the beginning of a good relationship. 


Make your customers feel how important 


they are to you, and they'll come back. 


© What happens alter you ring up a 
sale / 

Do you mentally dismiss your cus. 
tomer with a polite “thank you’? 

Or do you try to make each sale 
the point of departure for further 
business’ It iogically is such an op- 
portunity——an opportunity to form a 
good relationship with the men and 
women who come into your store, 

Everyone likes to be remembered; 
everyone likes to be appreciated, It 
really is just that simple. A jeweler 
with such understanding of human 
feelings can make it a point to appeal 
to this basic characteristic whenever 
someone buys in his store any items 
lor, perhaps, $10 or more, The day 
alter the sale is made, he can send off 
brief note like this, and sign it him. 
self: 

“Dear 

“We apprec iate the recent purchase 
you made in our store. It is the con- 
hdence of customers like you on 
which we have built our increasing 
list of valued patrons. 

“We know you will enjoy owning 


96 


and wearing your purchase because 


of its attractive design and the con- 
struction details that clearly indicate 


its quality, 


“Thank you again, Mrs. . We 


will look forward lo other opportunt- 


* ’ ss 
ties to be of service to vou. 


Tell them they're remembered 


At the cost of a stamp, paper and 
a few minutes of thought and energy, 
such a note as this assures a customer 
that his or her purchase was not for- 
gotten as soon as the jeweler rang up 
the sale. 

It adds a personal touch to the 
transaction, Most important, it makes 
the buyer feel wanted. With this com 
bination of emotions working for 
him, the jeweler can win goodwill 
that pays off through repeat sales and 
can be the subject of favorable com- 
ments to the friends of customers who 
have received these notes. 

Only too easily, many retail jewel- 
ers fall into the habit of thinking and 
acting as if their only concern were 


to attract new customers, forgetting 
that making a second, third or fourth 
sale to someone who already knows 
your store—and who has an espe- 
cially pleasant memory of shopping 
there—-is easier than winning a cus- 
tomer away from a competitor, 

There are other ways to remind 
past customers that you are still inter- 
ested in them, still have new services 
to offer them. For example, the clean 
ing and repairing of costume or fine 
jewelry provides an opportunity to do 
this. Here is the kind of message you 
can profitably send your customers: 

“Dear Mrs. 

“Here is some interesting news for 
you, 

Through OUP sper ial, low prices 
on jewelry cleaning and repairing, 
you can regain your old pleasure in 
your bracelets, earrings, rings, pins. 
beads, or other jewelry. 

“Our professional cleaning service 
makes your old, but still valuable 
pieces, new, bright and fresh-looking. 
And our expert repairing will restore 
their old usefulness if they need new 
clasps, chains, stones replaced or re 


fitting. 


Stress convenience of service 
“Bring your pieces in to us at any 
time. Or, if this is inconvenient, we 
will gladly call at your home and ex. 
plain the low cost of our repair ser- 
vice, 
“Naturally, our advice will not put 
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e IT'S PROVEN e IT’S SENSATIONAL 


GRADUATION 
PROMOTION 





Yes, wise jewelers everywhere are now scheduling an 
Imperial Cultured Pearl Graduation Promotion. 

It’s a proven promotion... proven successful 

from coast to coast... and it’s adaptable to any size 
jewelry store. What’s more, this Imperial promotion : 
does more than just bring in increased business = 
now. It will create valuable good will among the 
graduates of your community, your biggest potential 


customers in the near future. 


Write for complete details 


IMPERIAL 
PEARL SYNDICATE “<auagg 





A 


YX 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
607 Fifth Avenue 5 N. Wabash Ave. 914 Michigan 607 S. Hill St. 2, 3-Chome, Yotsye 
Theatre Bidg. Shinjuka-Ku 





ror APRIL, 1956 97 


Rogers: “Customer Faith in Keepsake 








ROGERS JEWELERS 
WALNUT AND ADAMS 
MUNCIE, INDIANA 


February 6, 1956 


Ae H. POND CO., INC. 
120 E. Washington St. 
Syracuse, New York 


Gentlemen, 


It has been ten years since we became a Keepsake 
dealer. That decade has been one of splendid 
relationships with all the people who have bought 
and treasure Keepsake Diamond Rings. 


One truly impressive fact is the unwavering cus- 
tomer preference for Keepsake. That, in our 
opinion, is a high tribute to the outstanding job 
you have done in imbedding the name "KEEPSAKE" 
deeply into the minds of diamond customers. S5Su- 
periority of product, styling, topflight national 
advertising, and dynamic store displays have 
created a customer faith in Keepsake unmatched in 
jewelry history. 


We are deeply and profitably proud to be associated 
with Keepsake. 


Most sincerely yours, 


ROGERS JEWEPERS, INC. 











Rings enlarged to show details 
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Unmatched in Jewelry History!” 


Keepsake quality, styling and advertising create “unwavering 
customer preference’ — finds Indiana jeweler 
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Mr. Sidney Zanger of Rogers Jewelers, Muncie, Indiana, displays nationally advertised Keepsake 
Diamond Ring sct. Reprint of Keepsake advertisement and Guarantee Certificate counter plaque 
are eftective sales clinchers. 


all 
4 


Only Keepsake Jewelers Enjoy this Powerful Advertising Support 


® Large Space Advertisements in 11 Leading National Magazines 
© Network TV Commercials by Steve Allen on NBC-TV “Tonight” Program 
® Exclusive Co-operative Advertising in the Yellow Pages of the Telephone Book 


Write Today For Details concern nq the og yvailahil ty of qj prof toble Keepsake Franchise n 


your orea 





A H. POND CO INC., SYRACUSE 2, NEW YORK 
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SMALL HOLES MAKE 
BIG 
CATASTROPHES 


The huge, supposedly fool-proof Graf 
Zeppelin was destroyed because of one small 
leak. Your business— your whole future could 
be jeopardized because your several insur- 
ance policies over-looked one small item. 


The Saint Paul Companies’ Jewelers’ Block 
Policy adapta itself to the many unique 
situations of your business. Block insurance 
seals dangerous holes left by separate 

and specific policies —holes which leave many 
losses, peculiar to the jewelry industry, 
uncollectible. 


One policy does it—as simple as that. Yet, 
you have coverage not attainable with 
separate policies, ‘This simplified, compre- 
hensive protection can be yours with a 
Saint Paul Companies’ Jewelers’ Block Policy. 


SEE YOUR SAINT PAUL AGENT OR BROKER 


HOME OFFICE. ..111 W. Fifth Street, St. Paul 2, Minn. 


NEW ENGLAND DEPT. 
10 Post Office Sq. 
Boston 9, Mass. 


PACIFIC DEPT. 
Mills Building 
Sen Francisco 6 


EASTERN DEPT. 
90 John Street 
New York 38, N. Y. 
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| INDUSTRY AND PUBLIC PROTECTION (from page 82} 


and physical properties and chemical structure as a dia- 
mond, It is likewise an unfair trade practice for any 
member of the industry to apply the term ‘diamond’ to 
any such man-made object or product unless it is im- 
mediately preceded in each instance with equal con- 
spicuity by the word ‘synthetic.’ ” 

FTC’s Rule 4 concerns the use (and misuse) of the 
technical description “perfect.” This adjective may not 
that 
cracks, carbon spots, clouds, or other blemishes or im- 


be used to describe any stone “discloses flaws, 


i 
perfections of any sort when examined in normal day- 
light, or its equivalent, by a trained eye under a 10-power, 
corrected diamond eye loupe or other equal magnifier.” 

Also, Rule 4 inhibits describing as “perfect” an article 
of jewelry that has a perfect center stone or stones but 
side or supplementary stones that are less than perfect, 
unless this fact is brought out. 

Color is the subject of Rule 5. “Blue white,” the FTC 
warns, may not be used to describe any diamond that 
shows a trace of any other color. Also, it describes as an 
unfair trade practice the advertising for sale of any 


stone artificially colored without disclosing that fact. 


Be careful how you use descriptive terms 


Misuse of the terms “properly cut’, “brilliant” and 
“full cut” is taken up in Rules 6 and 7. The FTC points 
out, “It is an unfair trade practice to use the unqualified 
expressions ‘brilliant, ‘brilliant cut’ or ‘full cut’ to de- 
scribe, identify, or refer to any diamond except a round 
diamond which has at least 32 facets plus the table above 
the girdle and at least 24 facets below.” Further, “Such 
terms should not be applied to single or rose-cut dia- 
monds, either with or without qualification, They may be 
applied to emerald-(rectangular) cut and marquise 
(pointed oval) cut diamonds meeting the above-stated 
facet requirements when, in immediate conjunction with 
the term used, disclosure is made of the fact that the 
diamond is of emerald or marquise form.” 

Succeeding Rules limit the use of such terms as 
“clean” and “total weight.” Concerning weight, the FTC 
says specifically, “The standard unit for designation 
of the weight of a diamond is the carat, which is equiva- 
lent to 200 milligrams (1/5 gram.) While advertisements 
may state the approximate weight or range of weights of 
a group of products, all weight representations regarding 
individual products shall state the exact weight of the 
stone or stones and be accurate to within 1/200th of a 
carat (one-half ‘point’ Bag 

The word “gem” itself may not be used to describe 
a diamond lacking the requisite beauty, brilliance, value, 
and other qualities necessary for such a classification. 
For example, small pieces of diamond rough or melee 
weighing only one or two points may not be called 
“gems,” the FTC rules, adding, “No imitation diamond 
can be described as a gem under any circumstance.” 





Misleading illustrations of diamonds, or diamond-set 
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jewelry, are forbidden next, as well as misrepresentation 
of the character of business. False or misleading price 
quotations are outlawed in Rule 13, while the next 
sections forbid the misuse of such terms as “close-out,” 
“discontinued lines” 


or “special bargains.” 


“It is an unfair trade practice,” the FTC continues, 
“for any industry member to advertise a particular style 
or type of product for sale when purchasers or pro- 
spective purchasers responding to such advertisement 
cannot readily purchase the advertised styles or type of 
product from the industry member and the purpose of 
the advertisement is to obtain prospects for the sale of a 
different style or type of product than that advertised.’ 

In other words——no bait advertising. 

In addition to working with the FTC on these rules 
and recommending them to the industry, the JVC has 
suggested that those in the trade insert a copy of them 
in their JVC handbook, “A Guide to Markings and 


Descriptions Used in the Jewelry Trade.” 


CUSTOMERS ARE PEOPLE TOO (from page 96) 


you under any obligation. We hope you will let us show 
you how we can once again quicken your pleasure in your 
jewelry.” 
You can be sure that there is enough damaged jewelry 
| : aia 
of good quality stored away in customers’ jewelry boxes 
and bureau drawers to keep your cleaning and repairing 


department busy for years. But first, you must urge the 





owners to search it out and bring it in directly to you. 


A letter, like the one suggested above, can be followed 
up by a telephone call. This may be a departure from your 
current practice, but it can be a profitable one if it is car- 
ried out as a personal, helpful service to your customers 
and it must never be on a high-pressure plane. 

Precisely because you are telephoning someone to 
whom you have made at least one sale, and because your 
personal letter preceded the call, a relationship already 
exists. 

By remembering that you are dealing with a real per- 
son, and not just a cold statistic on your ledger sheet, you 
can start to increase your business with those who already 


know your store. 


Always-——-keep in touch with your customers 


There has never been a time when it was not important 
for a retail jeweler to keep in touch with his customers, 
but today it is literally vital. With competition not only 
from others in his field but with all the other types of 
businesses reaching out for the consumer's dollar, it is not 
enough to have a good stock, tastefully displayed and 
regularly advertised. 

If you are genuinely interested in your customers, they 
will not only know it, they will respond to it, in the most 
positive way of all-—by repeating their visits to your store, 
where they recognize not only your quality merchandise 
and your knowledge of it, but the feeling you give them of 


importance and being wanted, 
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BAROQUE QUARTZES (from page 86) 


Montana and Wyoming moss agates are very distin 
live with their strong contrast between isolated, very 
biack, small, dendritic patches in the translucent colorless 
groundmass, Since they are likely to be isolated and scat. 
lered all through the stone, deeper ones can add their bits 
ol pattern and interest. Viany of the Wyoming moss agates 
have a small uranium content that is revealed by the 
yellow-green fluorescence in ultraviolet light that is char 
acteristic of that element s combinations. 

Seles led “Montana av ates (quotes aie used yer alin 
Wyoming natives like to point out that fine ones come 
lrom their state and ask why should Montana get all the 
credit, though it is a recognized descriptive term; “Sweet 
water is the name given the Wyoming stones), will be 
cut as flat stones, as a rule, with a selected bit of the 
dendrite placed so that it creates a picture or an attrac- 
tive design 

lf they are to be used in baroque jewelry, the large 
ones have to be sliced first, so while some Sweetwater 
pebbles may be tumbled intact, many of the larger 
masses are flat plates with rounded, polished edges, pretty 


obviously a product of tumbled slabs. 


Attractive picture makes for higher price 

The better the picture, the higher the price; so good, 
flat, mounted and trimmed slices, set in jewelry, are not 
cheap. Many of them are cut by amateurs (who value 


their work much higher than professionals), but since 


there is many a slice in which even the agile imagination 
can find no special picture, a great many find their way 
into parts of the trade. Similar material probably is to be 
found in Brazil and India—our supply is certainly still 
adequate, Sweetwater type agates are not imitated. They 
would be hard to mimic and are too cheap anyway. 

The black and brown stains are due to iron and manga 
nese oxide. Although the pattern they create in the chalce 
dony resembles a plant growth. actually they are not re 
lated to plant growth in any way. “Moss” agate might be 
considered a misleading term, since no moss is involved, 
but that fact is pretty generally recognized and few people 
seem even surprised when the absence of an organic origin 
is mentioned, The term originated years ago and was 
applied to the stones of India, of which we find types. 

The abundant and best known Indian moss agate of 
today isn a compact chal edon) of great transiue ency, com 
pletely pervaded by threads of green and brown material 
probably iron oxides and iron silicates, Sometimes the 
impurities are so numerous that the effect they create is 
one of an algae-filled watery sludge, something like what 
your son collects when he is cleaning out his tropical fish 
aquarium, This chalcedony has been used for years, in 
carvings, as knife handles, in letter openers and the like 
and now we will occasionally see pieces in baroque jewelry 
and cabochons. 

“Indian Moss Agate” appears to be available in an 
almost unlimited supply, Some is more green, while other 


examples have areas of red brown predominating. Of the 


Fine Gold Jewelry with 


of Spring | 


$64.00 


Fine 14 Karat Gold Jewelry that exempiifies original- 
ity. Sloan's Traditional Craftsmanship that requires 


just the showing of these Spring Motifs to your hard 
to please customers . . . that will Cinch those difficult <a 


“See Sloan's line — it sells itself’ 


sales. 


P| sf 
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two, the greener moss agate is the better known and more 
common. The value is slight, largely the cost of the work- 
manship and the danger of confusion with some other 
stone is negligible. 

A second type of Indian moss agate, the “Mocha 
Stone” is something like the Montana and Wyoming mate- 
rial, but differs in two respects. First, it is less translucent 
in the body of the material, and secondly, the pattern 
spreads out in a distinctly two-dimensional stain, The 
manganese oxide of these moss agates seems to have ¢ repl 
along the surface of thin cracks, sometimes flat, sometimes 
slightly curved. Since the penetration is slight, the top of 
the stone must follow the plane of the crack and all the 
cutting is limited to smoothing and polishing. 

One cannot shape up sue h a stone as one would like 
without too much risk of destroying the picture. Mocha 
stone dendrites extend further horizontally and branch 
more realistically than the small compact moss) shapes 
As a result. they make better pictures. The pictures are 
not limited to aboreal landscapes: Shakespeare, Roosevelt. 
Mickey Mouse. almost anyone 1s likely to show up in a 
moss agate--at least that is the impression that proud 
owners of such collections would like to conve. 

Imaginary resemblances to the features of famous per 
sons or deities gave tremendous values to some of the 
stones in the heyday of agate collecting, around 1750 to 
1800. So desirable were some of the examples that it 
became profitable to assist nature slightly. adding a dis 
tinctive feature to make more perfect the resemblance to 


a famous face. and finally painting whole pictures with 





This group of moss agate polished stones shows the patterns 
characteristic of “mocha stone.” Photograph: courtesy of the 
American Museum of Natural History 

ereat delicacy on a properly prepared surtace. 

Penetration was slight and it is easy to recognize the 
artificial ones. Neither the natural nor the artificial has 
vreat value today, but the edge is slightly in favor of the 
latter. While the name “Mocha Stone’ came from an 
ancient Arabian occurrence, all the later examples have 
come from India and today we see no new ones on the 
market. It will not, of COUTSe, he found with the tumbled 
baroques, Our most frequent encounters will be in antique 
jewelry. 


Indian moss agate (and since the possibility of confu- 
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NEW YORK 36, N. Y. 
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Send for your copy of a new catalog of Fisher 
charms and assortments. This illustrated pamphlet 
shows a cross section cf Fisher's fine charms, 
selected for general use. Keystone pricing enables 
you to use it over the counter. (The Fisher line 
is sold through wholesalers only.) J. M. Fisher 


Company, Attleboro, Massachusetts. 


sion between the material we mentioned under that name 
and the Mocha Stone just described can arise, the per- 
petuation of the latter name is desirable) can become so 
saturated with green and red inclusions that it becomes 
opaque. When scattered red dots enliven the greenish 
matrix it is called bloodstone, when they are missing it is 
called prase, or, if still less translucent, plasma. Blood- 
stone is used in both the tumbled baroques and in 
cabochons. It has a long jewelry stone tradition and even 
has birthstone recommendations, but is still inexpensive 
and is an unexcitingly dull stone. (For March, aqua- 
marine seems a happier choice, both aesthetically and 


economically. ) 


Amateurs complete with commercial products 


Since the whole tumbling business originated in the 
enterprise of our Western hobbyists and their suppliers, 
it is not surprising that a number of North American gem 
materials not usual to the jewelry store commerce should 
appear in the baroque and handmade jewelry of the 
amateur-professionals that is now competing with the tra- 
ditional commercial productions. 

Personally collected stones from Western localities 
naturally play a part in their productions and we heat 
names like plume agate, sagenitic agate, flower agate, and 
the like. Since these stones are not prominently banded, 
they fall in our chalcedony classification as special types 


of moss agates. They are descriptive of the moss; plume 

















Build Your Own 
Business Reference Library 


Interested in trade news? 
Looking for window display ideas? 
Searching for promotional techniques? 


Each month, JC-K brings you a wealth 
of news, merchandising, advertising, 
publicity, promotional and technical in- 
formation. 


And each January, the editorial index 
gives you a guide to this material, en- 
abling you to find it quickly when you 
need it—provided, of course, that you 


save every issue. 


You can easily build an idea library. 


Save your issues of JC-K 
and use the editorial index 
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agates have colorful cauliflower-like growths reminiscent 
of ostrich plumes, sagenitic agates are shot with radiating 
needies of a contrasting color. 

Commercial sources, like India, have been gathering 
chalcedonies from one or two major localities and dis- 
regarding the smaller occurrences with greater variation 
in the geologic background which would produce the 
various attractive types that the industrious rockhound 
has snifled out. Since our own vary so greatly from one to 
another, unidentified Indian stones might present a prob- 
lem, except that the polish and hardness of quartz would 
soon become easy to recognize and we will quickly know 
that we are dealing with others of the innumerable 
varieties. 

Since many of the fancier agates are colorful, distine- 
tive, and highly prized, not many will be seen in tumbled 
jewelry. Their occurrence in nature is commonly in fairly 
large masses, which collectors slice up, mark out, and cut 
into regular shapes. At the rockhound shows, dealers sur- 
round themselves with trays of such slices, sloshing 
around in water so that the sawn surfaces will show to 
best advantage (to show how they will look after polish 
ing) and priced according to size and the colorfulness of 
the pattern. Since they are thin slices, the final cabochons 
visualized by the sharp-eyed, imaginative amateurs will 
be flat or low bufl-top stones, and even the trimmings are 
hardly suitable for tumbling. 


Several of the Arizona copper mines produce an attra 





tive, chrysocolla- (copper silicate ) impregnated chalce- 
dony that is very beautiful indeed. It varies from small 
blue rosettes growing in translucent chalcedony to solid 
translucent blue masses that resemble turquoise, but are 
paler and harder, and much more durable. 

Regular jewelers did not know this material and for 
years it was fairly cheap, but now it is in great demand 
and good pieces are not easy to find. Most of the tumbled 
chrysocolla fragments (and this mineral is quite common 
in the tumbled baroques) are made from pieces that are 
predominantly rock, often with a little green malachite 
and a vein or two ol chaleedony and chrysocolla, The 
thicker, solid veins that would cut high quality cabochons 


are far too pres hous for isc as tumbled stones. 


“Fire agate” is an interesting gemstone 


Lastly among the really noteworthy chalcedonies with 
inclusions comes the interesting gemstone known as 
“fire agate.” This has only recently been described and 
good ones are, justifiably, highly prized. Though they are 
called agates, they are actually a chalcedony that has 
grown in several stages. The chalcedony formed a botry- 
vidal surface early, but its growth was interrupted by the 
deposition of a layer of iridescent limonite that was later 
covered by more chalcedony. 

Cutting is a delicate process, for the overlying and 


slightly cloudy layers must be carefully removed to permit 


TASTE. ELEGANCE AND BEAUTY are combined in this lady's 14k yellow gold 


and platinum ring with round amethyst and 4 sparkling 


design, a perfect example of craftsmenship in the typical 





diamonds——a bold concept in 


Church manner. 9004/11 


CHURCH /. COMPANY Manvtacturing Jewelers, 2 Garden Street, Newark 5, N. J. 
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CASH for Your 
Surplus Silver 


We will pay cash tar any of your sterling potterns 
any quantity, lorge or smal! — active, inactive, 
obsolete, new or used 


We are particularly interested in buying Gorham 
active, inactive ond obsolete flatwore, either new 
or uted, 


Send shipment for immediate offer Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your occeptonce or 
rejection 


We ore also interested in cooperating with jewe! 
ers who receive calls for older sterling patterns thot 
are no longer available 

Reference: Jeweler's Board of Trade or 

Dun and Bradstreet 


Julius Goodman 
& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 
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the iridescent skin to show through, and the closer one 
can get to it, without breaking through, the more colorful 
the iridescence. The trick is to leave the thinnest possible 
layer of later chalcedony, and the final outline has to 
depend in large part on our luck in the shape of the orig- 
inal botryoidal dome. It is easy to understand why such a 
stone, perfectly cut, would be highly prized by its owner, 
even though fundamentally it is just a piece of chalcedony. 

The carefully chosen and finished examples of these 
Western cryptocrystalline quartzes occupy an interesting 
place in the jewelry trade. The average jeweler, when he 
thinks of them at all, knows nothing about them and con- 
siders them pure hobby material. Nevertheless they do 
sometimes sell for very large amounts, sums that would 


put them in the jewelers’ class. 


Jewelers should know about these quartzes 

While many are so individual that they are not com- 
mercial in the sense of being objects in which he can 
regularly deal, he should be informed about them, should 
realize something of the value they have in the eyes of 
their owners, and he could even exhibit them occasionally 
to show that he too finds them interesting (if he is in a 
town where there is an active lapidary organization), as 
a means of enhancing his authority and widening his in- 
fluence in his community. 

Don’t underestimate either their value, their beauty, 
their appeal to the imaginative, and, occasionally, their 
real scientific value in aiding our understanding of the 
processes of Nature. 


of =? EN ye J ae 


~MARQUISE ~ FANCIES and ROUNDS 


" BAGUETTES 
em L 8) \) A 
N »" a 


EMERALD CUTS 
4 | A A ir 
SQUARES FRENCH CUT SQUARES © Cilectiam 
C 4. 9G upon 


your request 


Loe 


62 West 47 St. 


NEW YORK CITY 36, NY. 
JUdson 2-0740 - 0741 


THe JeweELers’ CIRCULAR-KEYSTONE 











IF | WERE A JEWELER (from page 88) 


has long been a favorite with many women even though 
their birthdays are in other months. It is a gem that 
has been successfully simulated and has been produced 
to sell at prices within everyone's reach. It, therefore, 
lends itself to profitable volume promotion. 

Pearl necklaces, bracelets and other jewelry should be 
prominently featured in the window with a small “selling” 
card that could read like this: The Birthstone For June 
The Lovely Pearl, The Ageless Choice of Aristocrats The 
World Over. 

Another smaller card might supplement the one shown 
above with this: A Rich and Lustrous Pearl Necklace 
Makes An Ideal Gift, 

Jewelers who also stock china, glassware and house 
hold gifts need not be reminded that these departments 
offer year-round merchandising opportunities. With en 
gagements, weddings and wedding anniversaries on the 
open-season list there is no reason why these departments 
should not be active every business day of the vear. 

Where window space is at a premium and it is not 
always possible to display this merchandise, it is a good 
idea to put a table, covered with a pretty cloth, directly 
in front of the door, on which one or two settings of 
china and glassware can be shown. Needless to say, this 
little display can be augmented with appropriate silver 
ware to complete the picture. A neatly lettered card, on 


the table center. can read: Fine China. Glass and Silver 





ware—-The Kind You Will Be Proud To Gwe or Own. 
Our High Quality and Low Prices Invite Comparison; 
Budget Payments If Desired. 

Obviously, a table of this kind can be used only if 
space permits. However, if it can be worked out this way 
such a display is almost as good as having the mer- 


chandise in the window, 


Build a window around graduation 


| have seen many attractive windows built around the 
old and familiar graduation mortar-board displayed with 
a rolled up sheet of white paper, tied with a colorful 
ribbon to look like a diploma, If the store is near a 
college o1 high school it would be an excellent idea to 
show the various school pennants and colors. 

Some jewelers even use photographs of the football 
teams to give their windows a dramatic school at 
mosphere, which always attracts attention, Since every 
jeweler knows the type or kind of merchandise that is 
always in demand for graduation gilt giving it will not 
Le necessary to go into detail on this phase of the sub 
ject. Suflice it to say that one or two neatly lettered cards 
should be made up and used to the best possible advan 
lage, 

lt might even be a good idea to have these cards 
made up in the shape or form of a graduation cap and 
an ingenious show card writer can contribute much to 


ward making such cards attention-compelling. It is sug 
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gested that these cards carry messages something like 
this: Congratulate Your Graduate With A Gift That Will 
Always Be Cherished; Select Your Graduation Gift Now. 
A Small Deposit Will Hold It Until Wanted; A Gift of 
Kine Jewelry Makes Graduation Day Happiness Last 
Forever. Select Your Gift Now, 

Of course, Mother's Day must not be overlooked. This 
is one of the few commemorative occasions when true 
affection and sentiment are proudly displayed by every- 
one, It is an event that, if properly promoted, can be 
made to pay off profitably. 

Although the following idea is by no means new ot 
original, it nevertheless offers the opportunity to develop 
an interesting and sales-stimulating window display. 
Secure a reproduction of Whistler's famous painting 
showing “Mother” in the rocking chair. Be sure that it 
is attractively framed and positioned in the center of the 
window to be devoted to this promotion. | would sug 
vest that the picture be raised several inches above the 
window floor, preferably on a velvet-covered platform in 
front of which is placed a neatly lettered card reading: 
A Gift of Fine Jewelry Is An Everlasting Reminder To 
Mother of Your Love and Affection. 

One or two other smaller cards, to supplement the one 
shown above, can be used, if properly placed, on either 
side of the window among the merchandise displayed. 
These cards could read: Remember Mother on Mother's 
Day; Don’t Wait Until The Last Minute; Select Your 


Mother's Day Gift—Now. 


June should be a high-ranking business month 


June is the month that gives the bride, the graduate 
and father their proper places in the spotlight. June 
can be made into a big month and should rank next to 
December in sales volume. Many jewelers continue thei: 
May graduation displays right into June and even add 
some pressure to it by featuring a photograph of the 
graduating class which the local photographer will be 
glad to supply. 

Additional color can be added to the window with the 
use of a football on which the numerals 1956 are neatly 
shown. This is particularly desirable and effective if the 
local schooi or college has shown unusual prowess in 
the game. Many other similar things can be added to 
the display depending on the size of the window and 
the ingenuity of the jeweler or window trimmer. 

While this next suggestion is not exactly concerned 
with the jeweler’s window it fits in very closely with his 
efforts to promote graduation day business and is there- 
fore included in this article. If the merchant has a 
cordial or friendly relationship with the high school 
principal, or the administration office of the college, he 
should have no trouble securing the names and addresses 
of the graduates’ parents. 

The jeweler can prepare and mail a letter to the 
parents inviting them to inspect his assortment of gifts. 
The lay-away plan can be explained and the letter can 


THe JeweLers’ CIRCULAR-KEYSTONE 















be flavored with the kind of warm sentiment that should 
build goodwill and good business for the jeweler. 

I would earnestly recommend that the jeweler always 
avail himself of the various promotional materials offered 
to him by the manufacturers of the products he features. 
The use of this material gives the retailer an excellent 
opportunity to tie in with the manufacturers’ national 
advertising and enables him to localize its effect on his 
own store. Obviously, it is impossible to use everything 
that is offered; the retailer will have to choose carefully 


material that will do him the greatest good. 


Summer means new opportunities 


JULY and AUGUST are good months for the jeweler 
They offers 
an excellent opportunity to trim a really different type of 


who goes to the trouble of making them good. 


window, and if the following basic suggestions are 
followed such a window will stimulate business. For one 
thing, July is the beginning of the vacation season, hence 
sets the stage for a trim that, with a few minor changes, 
can be used throughout the summer. 

Go to any travel bureau and obtain 15 or 20 different 
kinds of time tables——the kind issued by railroads, bus 
and air lines, Also try to get a few posters featuring 
noted resorts or foreign countries, The airlines or rail. 
roads will be glad to supply these gratis in return for 
the free advertising they will get in the jeweler’s window. 

First of all, put the two best looking and most color- 
ful posters against the back wall of the window—~say 
about three feet apart. At the top of the space, between 
them, put a neatly lettered sign or card reading—July 
and August-—-The Happy Summer Vacation Months. 

Directly under this put a montage of 12 or 15 of 
these timetables. The covers are usually quite colorful 
if carefully selected and 


and grouped should form an 


attention-arresting back-drop for the window. 


Travel is a good window theme 


| recall one window in particular that also included 
a suitcase dotted with travel stickers or labels that hotels, 
resorts and transportation lines like so much to put on 
luggage. This was positioned in the center background of 
the window with a card, in front of it, reading like this 
A few of the many things “he” or “she” may need to 
make vacation a happy time. 

The remaining timetables can be laid out on the floor 
of the window among the merchandise to be featured 
which should include pen and pencil sets, lighters, electric 
razors, cameras, watch attachments, compacts and all of 
the many other things that are necessary when a man or 
woman is away from home. 

All these items should be spread out in front of the 
suitcase. If this latter prop is not employed, position the 
above described card on a raised platform or step with 


the merchandise arranged on steps descending toward the 
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Hand-Tooled Leather Goods Bought 
In Michelangelo’s Florence Workshop 


In this Florence workshop where Michelangelo spent part of his 

creative life, contemporary artisans create hand-tooled leather 

art objects. F. O. Merz, Philadelphia gift importer, visited 

this workshop during his recent European tour and brought 
many Florentine leather objects home. 


A visit to the original workshops of Michelangelo in 
Florence was one of the highlights of a trip to Europe 
by F. O. Merz, 104-6 N. 63rd St., Philadelphia. 

On his tour of seven countries, Merz, head of the 
F, O. Merz & Co. importing firm, sought out new sources 
for unusual gifts. 

In Florence, the workshop where the Italian Rennais- 
sance artist conceived and carried out many of his most 
celebrated achievements is still used, Merz reports. 

Florentine artisans were there, hand-tooling gold on 
leather, when the Philadelphia importer arrived in his 
search for new objects to place on the American market. 
Among his purchases were jewel boxes, cigarette cases, 


coin purses and other tooled leather items, 


window, This will make for a most effective display. 

Where windows are large enough to permit additional 
color or vacation atmosphere it might even be a good 
idea to include a tennis racquet, a few golf sticks and 
possibly a fishing pole. These are part and parcel of the 
average person's vacation equipment and for that reason 
make good background material for a window of this 
kind, 

Naturally, birthstones must not be overlooked. For 
July there is the ruby and for August the sardonyx. 

The jeweler’s watch repair department also offers good 
promotional possibilities for July and August. Many 
men and women could be induced to have their watches 
put into perfect running order while they are away. 

Thus, when they return from their vacations, all ready 
for the busy working year that lies ahead, they will know 
that their timepieces are dependable. 

Window display suggestions and promotion hints for 
the fall and early winter months will be included in the 


next installment of this series of articles. 
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RISING VOLUME IN RADIO SALES (from page 94) 


the case of the clock-radios. Daniels also sells a good 
many of its clock-radios by pointing out that they can be 
used to turn a TV set on or off. Daniels’ salespeople en- 
courage customers to have the clock-radio “hooked up” 
to their TV set so their favorite programs can be switched 
on automatically, or the set turned off when the viewer 
falls asleep. 

(2) There is very little competition in the promotion 
of radios in the area. Straus reports that there has been a 
gradual falling off of radio promotion by appliance stores, 
music stores and department stores, as a result of thei: 
concentration on TV merchandising. This has also meant 
a better readership for Daniels’ newspaper ads. 

(3) A renewed interest in radio, directly paralleling a 
gradual decline in enthusiasm for TV in the area. 

Straus explains this way: “TV viewers, after the first 
few months, grow weary watching the screen and go back 
to listening to the radio, at least part of the day, while 
ironing, washing dishes and cooking. For the first several 
months, even as much as a year, the homeowner is ab- 
sorbed by TV entertainment that comes his way, but grad- 
ually he goes back to radio listening.” 

Though the Daniels firm concentrates its promotion on 
the low-cost radios, its stock is by no means limited to this 
merchandise. Each of the chain’s five stores sells top, 
nationally-advertised lines of clock-radio combinations, 
battery-operated portable radios, portable radio-phono- 


graph combinations and record players in several price 
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The Wedding Ring has been looked upon for centuries as a never chang: 
ing symbol—but recently it has gone through quite a transition. 

Most of the changes began after World War II and today the bride and 
groom can have matching wedding rings in the widest choice since Adam and 
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ranges. [here is no heavy inventory backlog carried on 
these articles as Daniels sells from store stock and re- 
orders as rapidly as required. Much of the volume in these 
better-pri ed lines is developed from the $20 “leader” 
radios, according to Straus. 


‘One-year service guarantee on each set 

Because of the long distances between cities in Arizona, 
which tends to make repairs a problem, Daniels offers a 
one-year service guarantee with each radio, An outside 
repaul shop does the work on a contract basis. 

“In our main store in Phoenix,” says Straus, “we have 
experimentally added a complete stock of tubes, parts, a 
tube tester and other electronic equipment to make pos- 
sible simple repairs and adjustments in the store. We feel 
that since low-price, time-payment radio sales are de- 
signed to keep customers coming back to the store, we 
should likewise offer service facilities for the same reason. 
If the system works out as we expect it to, we will add the 
same sort of service facilities to the other four stores,” 

What does the future for radio sales look like in 
Phoenix? The Chamber of Commerce reports that the 
population is increasing by at least 3500 permanent resi- 
dents a month, Straus says. The building of new homes, 
housing developments, hotels and motels means greater 
demand for radios, and as Straus happily points out, each 


new resident is a prospect for a radio. 


Asiatic tribesmen once used garnets for bullets, believ- 


ing this blood-red stone was more deadly than lead, 
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He Didn’t Want Much! 


* Robert W. Lantz, jeweler and watchmaker, 40 
Washington St., Keene, New Hampshire, recently 
learned that sometimes it is next to impossible to 
satisfy an unhappy customer. 

The other day a man came into his store to com- 
plain about a set of steak knives he had purchased 
from Lantz. 

“The handles are cracking,” he reported. 

Understandably anxious to make things right for 
the man, Lantz outlined what he would do. 

“Bring the set in,”’ he said, “and I'll return it to 
the company. Under the guarantee, you will receive 
a brand new set, free of charge.” 

This didn’t satisfy the man at all. 

“Is that the best you can do for me?” he asked 


angrily. 


Write us a note about your unusual business experience 
(literary style is unimportant). $5 will be paid for each 
story published, Address JC-K Editorial Dept., Chestnut 
& 56th Sts., Philadelphia 39, Pa. No manuscripts returned ; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 


For centuries, jade was prized by the Chinese for its 
talismanic virtues. It was used extensively. in various 
forms, for personal adornment, especially as a wristlet 


to give strength and protection against all ills. 
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CALL FROM THE WILD [from page 90) 


and Louis Goldsoll or Goldlant. who started the firm of 
Ciro Pearls in New York in about 1890. She also recalls 
a third cousin named Ettinger, who was “a babe in arms’ 
when she settled with her father, Rabbi Barnatski, in 
Oudtshoorn, South Africa. She believes his given name 
was Charles and that he was with the firm of Ettingers, 
Cleveland, Ohio. 

“I do not know whether you can assist me, but | would 
appreciate it if you can. | would very much like to hea 
from any surviving members of the family, which settled 
in America in the latter part of the 19th century,” Jason 
says. 

As we considered the problem, the lapse in years, 
coupled with the sketchy information Jason had at his 
disposal, seemed almost certain to nullify any attempt 
to trace the missing relatives. Still, there might be some- 
one, somewhere, among our readers who could provide a 
fragment of information, a clue. 

Putting first things first, we began with the lead on 
Ciro Pearls that Jason had provided. A check of the 
cards in our Reader Service file turned up a Ciro firm 
at 711 Fifth Ave., New York. 


the same firm. but we had to start somewhere. 


We telephoned from Philadelphia to New York and 


explained our mission to the switchboard operator at 


i ndoubtedly. it wasn't 


Ciro. Understandably bewildered by our rapid refer- 
ences to Southern Rhodesia, Goldsoll or Goldlant, Bula. 
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wayo and Jason, she switched us to one of the executives, 
a Mr. Kellinek, 

Happily, our involved African story failed to confuse 
him, but he couldn't tell us anything about a Joe or Louis 
Goldsoll or Goldlant. Our amateur sleuthing seemed 
doomed to a short life. Then, Kellinek came through 
with a suggestion: an acquaintance of his, a Mr. Blumen. 
thal of the Tecla Corp., 608 Fifth Ave., New York, might 
be of some help. 

We telephoned Mr. Blumenthal, As luck would have 
it, he wasn't in the office. When a Mr. Bowman offered 
to help, we rattled off our story about Bulawayo, The 
Little Gem House and Ciro Pearls. Bowman was inter- 
ested in the problem, but could tell us nothing about the 
missing relatives. He suggested that we call back late 
and talk to Mr. Blumenthal. 

That afternoon, we called again: Blumenthal was in. 
\s usual, our colorful African story—-which was by this 
time becoming something like an exercise in pronuncia- 
tion——prelaced our request for information. This time 
we struck pay dirt. Blumenthal proved to be a veritable 
storehouse of information on this branch of Jason’s 
missing family, 

The name was Goldsoll, not Goldlant, he told us. He 
had known Joe Goldsoll years ago in New York. Was 
Joe in New York now? No, he said, he died just before 
the war, around 1939. His wife was still alive, some- 
where in Switzerland, he thought. Was there a Louis 
Goldeoll? Yes, but he died around 1918. Was there any 


relative alive in the United States? Yes, Blumenthal 
thought, there was Joe’s nephew, Arnold Goldsoll? Do 
you know where he lives now? Yes. at 42] S. Bedford 
Drive, Beverly Hills, Calif, 


Then he’s the only relative Jason can get in touch 


y 
with? Yes——wait a minute—Joe had a sister. She mar- 
ried an Italian Count. Do you know her name? Yes. 
she is Countess Monico and she lives somewhere in Italy. 
Vo you know where in Italy? No, | don’t—but she is 
frequently mentioned in Cholly Knickerbocker’s column. 
Accordingly, we asked our Reader Service department 
in New York to call Cholly and obtain the Countess’ 
address. After lunch, the Reader Service department 
called us to report a dead end. Cholly wouldn't provide 
the Countess’ address, giving out addresses was against 
his policy. There ought to be some way, we thought, 
and we put a second call through to Cholly. As ex- 
pected, we heard the same tune: no addresses. 
Undaunted, we launched into our story, and after a 
few minutes of Bulawayo, The Little Gem House, Ciro 
Pearls, Jason and Goldsoll, the barrier was breached, If 
Jason sent a letter, Cholly would send it to the Countess. 
That wrapped it up for the Goldsoll branch. With our 
sleuthing instincts warmed by success, we turned to the 
other side of the family—Ettinger in Cleveland, 
A search of the Jewelers Board of Trade Confidential 
Reference Book provided us with nothing; no Ettingers 
in the trade in Cleveland. Perhaps, we thought, the 


grandmother had made a mistake. It could have been 


Bridal Memoria 


ANEW BOOK 


Those cherished days are preserved forever in this 
new volume by Gibson. Spencerian script and deli- 
cate color tones combine to give a rich and pleasing 
effect. Its 40 pages provide a complete record of 
all the events of engagement, showers, wedding 
ceremony, gifts and givers, honeymoon and much 
more. Special section for gifts with numbered 
identification stickers, Bound in washable white 
simulated leather or rayon moire with stamped title 


design, 8%" x 1142". 


$6.00 List 


(He Cjbser 


AND COMPANY 
* NORWALK, CONNECTICUT 
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Cincinnati. But the Reference Book didn’t list an Ettinger RICHARD 


in that city, either. Let’s see, who could possibly help? 





The Ohio Retail Jewelers Association seemed like a logi- 


cal starting point, so we called its executive secretary, = “Sa — A | 
Mr. Moses. in Cleveland. a] , co. 
Once more we traced our way through the labyrinth 
of Bulawayo, Jason, Ettinger and the 86-year-old grand- Yow 
mother. As we expected, Moses was both sympathetic ._-_ a 
and interested. Call Mr. Deutsch of the Rudolph- SILVER COMPANY, INC. 
Deutsch jewelry store in Cleveland, he suggested. 
We telephoned Deutsch, who turned out to be the A NEW NAME IN STERLING 
president of the firm. and patiently explained the African SAM Ee HIGH QUALITY 
story again. [To our amazement, Deutsch not only knew 
Charles Ettinger, but quite a bit about his family. Charles NOW-—all the distinctive “DIMES” features as portrayed in 
IE ee EE RE ey Caer ey fe their famous line of premier grade hollowware for half a 
a 7 yn en a ee ~~ won century is on the market again. Fashioned by experienced 
remarried a man named Louis Roriemer. No. he didn’t interpretive craftsmen in the reproduction of the nation's most 
L ae oe Molits eS a eee beautiful historical silver as well as originations in heavy 
BOW Wier ey Were HVIng BOW. ce Rave Sn} weights exclusively and exquisitely finished. A selective line 
other family? Yes, a son: Adrian Ettinger. Did he know of KING SILVER is currently on display in our permanent 
Linen teil = o Ves op 1600D Gadk Bane showrooms Suite 816 at 366 Fifth Avenue, New York. See if 
WRC AGT WES LVIng BOW : es, at 1000 = — ... Buy i... Sell it. . . nothing tokes the place of quality 
Drive. Cleveland. Was there any other relative? No, sterling for customer satisfaction and a generous profit for the 


; : retailer. 
Adrian was the only——wait a minute—there is one other 
Be on the lookout for the KING representative 


relative. a distant one. His name is Bud Goldsoll; his he'll be in your neighborhood soon 


address is c/o Budd & Co., Columbus, Ohio. KI As GS 


kind of case; mission accomplished. 
SILVER COMPANY, INC, 


With a happy smile and the warm feeling that comes 











; WRITE FOR FREE ‘thy 72 K STREET 
when you have helped a friend, we put a sheet of ait BROCHURE AND PRICE LIST $0. BOSTON 27, MASS 
. , , 7 
mail stationery into the typewriter and began our letter REPAIR SERVICE DEPT heel atin 
con Seay MAINTAINED INQUIRIES . 
to Lewis Jason, everee represents auolity 





Suggest an attractive locket or charm bracelet for that 
memorable occasion. Many beautiful designs in 
chains and charms in sterling,gold filled 
and 14K gold are available. cathe 


a | 
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Coli Charm Craft for your selection of discs and charms. Ask for catalog J. 


| ae, 


198 Broadway New York 9,N. Y. 
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SUREST WAY TO STEP UP SALES | 


Make LIFE’s powerful local impact pay off in your store. 
Thousands of promotion-minded retailers do each week. 


Remember, LIFE reaches 3 out of 5 households in an 
average community in the course of 13 issues.* LIFE 
carries more jewelry, optical and camera advertising than 


any other magazine. | 


That's why “Advertised-in-LIFE” is one of the most 
powerful merchandising symbols you can use, By fea- 
turing the brands LIFE is pre-selling you cash in on a 


pre-sold market, 


These fast-moving brands will be advertised 
in LIFE during April 


April 2nd iseve 
International Sterling 
Richoflex Cameras 
Voigtlander Cameras 


page, ¢, 


4 page 
April 9th iseve 
Kodak Cameras 
International Stainless 
Scripto Ball Pens—page, color 
Longines Watches—-page 
limex Watches— page 
Kinsey Pens and Pencils 

14 lines 
Nastrix Watches 


spread, color 


14 lines 


April 16th iseve 
Holmes and Edwards 
spread, color 
Argus Slide Projectors — page, c. 
Royal Electric Typewriters 
page, color 
Smith Corona Portable Type- 
writers——-page, color 
Swank Men's Jewelry -—page, c. 
Vu-Riter Pens page, color 
Bell and Howell Cameras 
lA page 
Keepsake Diamond Rings 
4 page 


Sources 
orLiFi 


A page, ¢, 


pare, Cc. 


Longines Watches 
Imperial Cameras 


4 page 
14 lines 


April 23rd issue 


DeBeers Diamonds — page, c. 
Gruen Watches—page, color 
International Sterling—page, c. 
Royal Portable Typewriters 
page, color 
Longines Watches 
Ronson Lighters—- page 
Timex Watches— page 
United States Camera Corp, 
14 lines 


page 


April 30th issue 


Ansco Cameras—4 pages, c, 
Coro Jewelry —page, color 
1847 Rogers Brothers page, ¢. 
1.B.M. Electric Typewriters 
page, color 
Gold-Filled Association 
4 page, color 
Bell and Howell Cameras 
Vy page 
Longines Watches 
Krementz Jewelry 


4 page 
4 page 


* 4 Study of the Household Accumulative Audience 


t\Publishers information Bureau, 1955 


LIFE IS FIRST 


In Weekly Circulation — 5,603,875 
In Weekly Audience— 26,450,000 








Feature “‘Advertised-in-LIFE” products during 
Brand Names Week, April 15-21 








' 


Denver Store Successfully Promotes 
Jewelry Inspired by Oil Industry 


A Denver jeweler who proved that the development of 
a specific sales program for one industry could pay off is 
eagerly undertaking a campaign for a second. 

In recent years, thousands of new workers and execu- 
tives have moved into the Denver area, in the wake of 
the discoveries of oil and uranium in that state. Harry 
Rubin, of Kenmark Jewelers, 536 17th St., saw an 
opportunity to appeal to these new markets through 
jewelry identified by design with the specific industry. 

The first program was set up around the slogan, “Gifts 
for the Oil Man.” Kenmark asked several manufacturers 
to produce both men’s and women’s jewelry with an 
oil industry motif, including oil derricks, rotary drills, 
drilling rigs and oil tank cars in miniature. 

For men, cuff links, tie bars and chains, collar pins, 
studs and identification bracelets were developed with oil 
motifs. For women, necklaces, clips, earrings and rings 
were made and sold. 

One window was set aside almost exclusively for the 
oil-inspired jewelry gifts. Kenmark reports sales of as 
many as 500 sets of cuff links, for example, to a single 
customer, usually a wealthy developer who wanted them 
for Christmas gifts or in celebration of a new well. 

Women also have responded to the specialized appeal. 
Rubin reports frequent sales to the Desk and Derrick 
Club, an organization of oilmen’s wives. 

Oil industry-inspired jewelry has helped sales in other 
departments, For example, several oil executives who 
ordered cuff links or tie bars became interested in and 
eventually purchased expensive watches. 

With this successful promotion under its belt, Ken- 
mark is going ahead with a similar program, aimed at 
the booming uranium industry in Colorado. If it is 
successful, more engineers, research analysts and chem- 
ists will be wearing the badge of their industry in some 


form of jewelry. 


DIAMOND WINDOWS [from page 77) 

Try to vary the silhouettes as much as possible to 
suggest a variety of ages and ly pes of women—all of 
whom, the The floor 
should be covered with a light colored fabric with the 


copy suggests, love diamonds! 
dark diamond shaped pads forming a geometric pattern 
on the lighter color. 

A bridal theme is carried out in Sketch D with wire 
hearts twined with bridal or spring flowers and a drapery 
of white tulle, The rings are displayed in boxes on shelves 
inside a series of square open frames arranged on the 
window floor and fastened to the window background. 

Long dowels are covered with white satin and used 
for showing a selection of wedding bands. Additional 
rings are displayed in their boxes on the window floor. 


The open frames can be quite simply constructed from 


plywood, sanded and painted and can be used with any 
number of different decorative backgrounds. 
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Watchmakers of Switzerland Offers 
Check-List for Window Displays 


Using the 1955 holiday season as a basis, the Watch- 
makers of Switzerland organization has completed a 
survey of window displays and compiled a check-list for 
use by jewelers. 

The survey showed the importance of modern display 
techniques in selling jewelry and brought out the fact 
that many jewelers are still failing to capitalize on their 
“sidewalk showcases” in attracting store traflic and busi- 
ness. To help these jewelers increase sales, the Watch- 
makers of Switzerland survey offers nine check-points: 

1]. 1s the display a “traffic-stopper?” 

To stop the consumer, a display must be immediately 
eye-catching and understandable. If signs or other written 
material are used, they must be large enough to quickly 
make their points and induce passersby to look further. 

2. Does the display hold the consumer's attention? 

Once the consumer is willing to look further at the 
window, his attention must be held in order to lead his 
eyes, mind and purse to an evaluation of the product 
story told and shown. Unusually attractive merchandise 
must be displayed and related to the consumer's wants 
and needs. 

3. Does the display contain a strong selling message? 

When a theme is selected, the display should be built 
around it so its impact is forceful and appealing. The 
message must strike a responsive note with the consumer 
to persuade him to enter the store for more information. 

4. Does the display “sell up?” 

A window should cover a range of available mer- 
chandise to support the theme, whether it be in price, 
size, style or color. The selection should inclute an 
expensive, elegant item placed in the most prominent 
position, with other items supporting it. The exclusive 
features should be highlighted so the consumer’s appetite 
is whetted for a product more valuable than he would 
originally consider. 

5. ls the display a miniature stage setting? 

To convince the prospective customer to step into the 
store for additional information, a display should be 
viewed as a theatrical stage setting. The scenery high 
lights the story the merchandise has to tell and enact. 

6. Does the display have simplicity? 

Simplicity in display is the key to good taste and 
selling force. With colors, trick effects, decorations and 
props held to a minimum, the selling message and mer 
chandise have a chance to receive emphasis and leave 
a lasting impression. The window display should serve 
as an example of what is inside, rather than a stock list 
of what the store sells. 

7. Does the display show quality? 

Quality props need not be costly. Visual effect is of 
the greatest importance, not expense. Quality merchan- 
dise should be shown in an atmosphere of quality. 

8. Is the display tied-in promotionally ? 

Store traffic in large part depends upon the immediate 

and favorable impact of the display windows on the 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 


by Manny 
Silverman 


WANT TO SELL OUT? 
READ OUR NEW PLAN! 


CONTACTING US MUST MEAN MORE CASH 


IN THE BANK T0 YOU 


YOU MUST GAIN CASH IN THE BANK IF YOU 


USE THE FOLLOWING PROCEDURE. 


| You must have o sincere desire to sel! out. 


Contact several liquidators and stock buyers and 


get their offers. 


4. CALL SILVERMAN SALES AT PLAZA 7.4693 


COLLECT, 

5. We will do the following: 
a. We will come to see you at our expense. 
b. We will top or equal the best offer. 


c. We will give you this amount in advance. 


d. We will pay all expenses necessary to run the 
sale including all advertising, extra help, rent, 


utilities, etc. 


e. We will give you a percentage of all sales over 


our break-even amount. 


(OU HAVE NO RISK! YOU GET YOUR MONEY 
IN ADVANCE! MORE THAN YOU CAN GET 


ELSEWHERE—PLUS YOUR SHARE IN THE PROF 
ITS OF A SUCCESSFUL SALE 


WRITE! WIRE! CALL! 


SILVERMAN SALES ENTERPRISES 
580 Fifth Avenue—New York, N. Y. 





1 Consider these ofters caretully and select but 
DO NOT ACCEPT the best offer and best deal. 
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Relocated Near Repair Bench, 


Cigarette Lighters Sell Faster 


Simply by relocating cigarette lighters at the watch 
repair counter, Horstmeyer Jewelry Co., Wellston, Mo., 
has doubled their sale. 

This step was taken by Vincent Mirabella after a study 
of store traflic showed that 70 per cent of all customers 
arrived at the watch repair counter eventually, whether 
or not they brought in a watch for repair or adjustment. 
Wall displays of seasonal specials immediately behind 
the case and to the right of the watchmaker’s bench is 
credited for much of this heavy traffic. 

About one-half of the counter in front of the bench is 
given over to cigarette lighters and related items, like 
lighter-case combinations, special-purpose heavy-duty 


passersby. Displays should be changed frequently so 
people do not see the same arrangement too often, Sales 
themes, for these changes should be coordinated, where 
possible, with seasonal, local, regional or national events. 


9, Does the display identify the store? 


In addition to showing quality, a visual symbol which 
immediately identifies the store should be prominently 
displayed. The symbol, whether it is a color scheme, 
information card or other device, should leave no quest. 
ion in the consumer's mind as to where he saw the 


message or product, even if he recalls it days later. 


lighters, novelty items and new developments, such as 
butane gas-operated lighters. 

Mirabella instructs the sales personnel, when a new 
lighter comes on the market, to carry one and to show 
it to a customer at some time during their conversation. 

For regular customers, Horstmeyer’s lets lighters go 
out of the store on loan. Many multiple sales, to busi- 
ness men who wanted gifts for employees or for a com- 


pany celebration. resulted from this service. 


ees " 


Vincent Mirabella shows how cigarette lighters have been 

placed in front of the watch repair bench at Horstmeyer's, 

Wellston Mo., taking up about half the counter space at the 
heavily-trafficked section of the store 


———_ — ‘ 
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Stainless with style 


The newes! pattern by the oldest 


flatware manutacturers 


the result of 


over a year of planning and designing 


by the master craftsmen 


of the Stcinless Division of Reed & Barton 


Sabrina 


the ultimate in 


beautiful, functional stainless 


styled for sales! 


Special 
introductory offer: 


16 piece starter set 
in display box ches! 


$] 9% 


retail 





Sabrina 


Lovely, sculptured forms 


that complement the most 


elaborate formal dinner 


fluid lines “at home 


ina casually modern setting 


For full information on special introductory offer write to SCIENTIFIC SILVER SERVICE CORP. 
690 Broadway, New York 12, N.Y 
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BETTER GOLD PLATING 


With Spectranome, a new item with a 
problem is a challange. 


When required, your items go through 
our Research and Development Depart- 
ments to uncover new techniques for 
providing better looking and more dur- 
able plating. 


Our technicians are specialists in the 
plating of small findings and the know- 
how they apply to each job means bet- 
ter plating at lower cost to you. 


Drop in to see us or give us a call to 
discuss your plating problems. 


SPECTRANOME PLATING CO., INC. 


336 W. 13th St. »* 


N. Y.14,N.Y. °¢ 


AL 5-8677 











DIAMOND RING SALESMAN WANTED 


for One of the Fastest Growing 
Diamond Ring Lines in America 
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EARRINGS 


YOUR MOST 
PROFITABLE LINE 
OF 1OKT. AND 
GOLD FILLED 
EARRINGS 


Sold Through Wholesalers Only 









JMS: 





MS Jewelry Manufacturing Co. 
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SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about BTS. 
and ite work: Your Future and Our Scheol, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pase the Certified Master 
Watchmaker tests of H. |. of A., or any State 
Board examinations. 

Highest authorities say, “8. T. S. is the best 
school,” and the best jobs await Bowman 
graduates. 

Write for free book “Your Future and Oar 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 





Courses Approved for Korean and Other Veterans 























Lejt-——This “Big League” cuff link and tie 
clasp set introduced by Squire, Inc., 
Taunton, Mass., is one of the new series 
featuring full color official insignia of 

14 major league baseball teams. $2.95. 


Far Left-—-Leonore Doskow, Inc., Montrose, 
New York, has introduced this novelty golf 
tee stymie pin (No, 2913). Hand made of 
sterling silver. Contains a real penny 
which can be removed, For $4.40. 


Lejt—-This new matching necklace and bracelet 
ensemble has been introduced by Fantasy of 
Jewels, 18-20 W. 31st St., New York. White 
enamel and plated gold set with colored 

stones. Necklace $6.98; Bracelet $3.98. 


Far Le{t—This is Croton’s familiar “Nursine”’ 
model watch for nurses with a new design. Has 
a 9-jewel movement, sweep-second hand, 

radium dial and guaranteed unbreakable main- 
spring and balance staff. For $19.95. 


Lejt-—This is the new “Scope” flatware 
pattern in masterweight stainless from Inter- 
national Stainless Div. of International 
Silver Co. Has shiny satin finish. 16 pe. 
starter set for 4 in gift package: $19.95. 


Far Le{t—This is the new “Faceted Double 
Feature” watch band from Jacques Kreisler 
Manufacturing Corp. Features leather inserts 
in faceted frames. Available in white or 
yellow gold filled, For $12.50. 


They re new... they re 
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Right—These rhinestone “Satin-Set” hai: 
clips from Trifari are said to keep a chignon 
firmly anchored, Large round rhinestone is 
set at top of pin; stem is composed of bril- 
liant baguettes. With satin case: $5 a pair. 


Far Right—This is the new “High-Light” tea and 
coffee service from Oneida Ltd. Silversmiths. 
High lustre achieved by five separate polish- 
ings. Ornate scroll and flute border on tray. 
Hand-cast, hand-applied mounts. For $72.50. 


Right—This 1956 model Universal “Coffeematic” 
from Landers, Frary & Clark has five new 
features: heat guard handle, non-drip spout, 
plastic bottom, glass top and gold-colored 
escutcheon plate. For $29.95. 


Far Right—This 4'\%” utility knife from Kirk's 
Ltd. has hand-forged stainless steel blade, 

full tang construction and Pagwood handle. 
Retails at $2.50, but can be sold for 98¢ with 
purchase of any other Kirk’s household knife. 


Right—-This new Automatic Fry Pan from Toast- 
master has a highly-sensitive thermostat, 
lifetime, sealed heating element and built- 

in cooking guide, Square shaped with high, 


tapered sides. Cast aluminum; 31% pounds. 


Far Right—This new “Hand Braided” watch 
band from American Strap, Inc., 50 W. 17th 
St., New York, slips on a watch without 
removing pins, Self-adjustable to any 

wrist size. Washable. $2.50, retail. 


a 


yours to profit by. 
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Le/t-—This is the new “Waldorf” self-winding 
model from Mido, Stainless steel, with 18 

gold figures and hands, Water-resistant, 
anti-magnetic, unbreakable mainspring and 
Mido Powerwind mechanism. For $97.50, FTI. 


Kar iLejt-—This new “Bunny Rabbit” brooch 
from Martin I. Harman, 36 W. 47th St., New 
York, has face, legs, body and feet of matched 
natural Canary diamonds, Lars are marquise- 
shaped sapphires set in platinum. $10,000. 


Lejt-——This self-winding “Nike” model from 
Wyler features an invisible crown. Shock- 
resistant and water-resistant. Raised 
figures, luminous dial and leather-set, all 


steel expansion band, For $59.95. 


Kar Left—This new “Trans-Continental” model 
from Hamilton shows the time in each of the 
four U. S. time zones, and Greenwich time. Self- 
winding, shock and water-resistant. LOK gold 
filled with stainless steel back. For $95. 


Lejt-—These “President” models from Bulova's 
new series feature “Thin, Thin” design. 17- 
jewel movement, shock resistant and unbreakable 
lifetime mainspring. Expansion, basket-weave 
or leather strap. From $49.50 to $100. 


Far Lejt-—-This new adaption of a Willard 
Banjo clock is from Howard Clock Products, 
Inc., Waltham, Mass. Has 8-day weight and 
pendulum movement. Mahogany inlaid case. 
12” high. Retails for $275, FTI. 
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‘29° in buffet tray alone 


Only $37.50 in chest with buffet tray 

















Duo Chest idea now in “Set O’ Twenty” for 4! 


Tailor-made for the young market, small families, new families, 
brides on a budget, gifts—-20-pc. starter sets that sell the exclu- 
sive new Community way. Service for four comes in anti-tarnish 
chest at only $37.50 .. . a big saving over open-stock cost. Or, if 
your customer prefers, lift out the buffet tray and sell the same 
service in the tray for just $29.95. She has her choice, too, of all 
five Community* patterns. Suggest this two-way offer to every 


customer ... and watch sales grow! 





Starter sets include four teaspoons, knives, forks, salad forks, and 


NEW SPRING GIFT ITEM... - 
Separate buffet-tray service comes packed in handsome gift box ' ONLY $2.95! (Rog. $6.90 value! 


soup spoons. Chest has mahogany finish; brown and beige lining 


3-pc. Party Set consisting of relish 
spoon and pickle fork, in choice of 
five Community patterns, with impe- 
rial handcrafted, divided giass dish 
Gift boxed. Full dealer profit on this 


item. Order a supply now! 





COMMUNITY 


THE FINEST SIU VERPLATE 


CREATED IN THE DESIGN STUDIOS OF ONEIDA LTD. SILVERSMITHS tee eneee eeeres Go eeeeeeeerene 


SEE BACK COVER FOR MORE GALES NEWS 


*yRADEMARK OF ONEIDA LTO . OWEIOA. w ¥ 
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BUSINESS * Only a few weeks after publication, the first annual 


roster of certified watchmakers listed by the Horological 

Institute of America is gaining widespread attention and 

is proving a business builder to those jewelers and watch- 
TOOL makers who are listed. 

This first attempt to bring to public attention the places 
of business where watch repairs are performed by certified 
repairmen lists by city and state those persons on the 

f membership rolls of the Institute. 
or Copies have been mailed to more than 900 daily news- 
papers in cities where certified watchmakers are listed, to 
Better Business Bureaus, to libraries and to trade publi- 


cations. 

the Kach member must agree to follow the Institute's code 
of ethics contained in the roster. This appeals to the pub- 
lic as a pledge of honest dealing and integrity. The code 


reads: 
- “A Certified or Certified Master Watchmaker of the 


Institute is required to subscribe to the following code of 
ethics and to adhere to the principles of good workman- 
ship and integrity as herewith stated. 


A CHM. LKER “1. | will not knowingly mislead, deceive or defraud 
the public. 


“2. I will not advertise in any manner that which is 


untruthful or misleading. 


“3. I will not advertise the price of watch repairing or 

TEAM the giving of crystals or other parts gratis or for less than 
cost, 

“4. | will not knowingly represent that a watch has 


heen cleaned or reconditioned without having removed 
the train wheels, mainspring and capped jewels, and prop- 
by R. W. Slaugh erly cleaned all parts. 


EMAILS me ar eT i RN a oe mem Te Be 


PLEASE TURN 


Rn. W. Slaugh, executive vice president 
of the HIA since 1060, ie active as a 
speaker and writer on horology. A vet 

eran of 36 years at the Hamilton Watch 

Ceo., he hase been head watehmaker for the 


Lancaster firm seince 1048 


Tue Jewe ers’ CIRCULAR-KEYSTONE 





First proof of the puddi 


General Electric Housewares retailers, 
large and small, are already learning the 
benefits of stepped-up sales volume. 


Since January 3, when General Electric 
Housewares announced its new dynamic 
price structure, G-E Housewares have in- 
creased in retail sales all across the country. 


These increased sales and increased dol- 
lar profits are the logical result of the 
General Electric policy of producing and 
selling more and better housewares at 
lower cost— 


Most Preferred Housewares .. . Genera! 
Electric Housewares are preferred by your 
customers over all other brands. 
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Greatest Advertising Support... backed 
by the biggest and most effective campaigns 
in the industry—-magazines, newspapers, 
television. 

Dynamic Pricing . . . improved products 
at new, low prices result in stepped-up 
consumer demand —you increase your vol- 
ume and your dollar profits. 


Fair Trade backed by a full-scale, 








vigorous Fair Trade campaign to protect 
your profits. 

This policy is making General Electric 
Housewares the easiest to se!l in America 
today. Its soundness is being demonstrated 
in retail stores across the country. It will 
mean more dollars for you. 


General Electric Co., Housewares and 
Radio Receiver Div., Bridgeport 2, Conn. 


Progress /s Our Most /mportant Product 
GENERAL @® ELECTRIC 
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to help you sell more 


merchandise 





made of 


STAINLESS STEEL 








| With Stainless Steel your first cost is your last cost... 


and it makes anything else look oldd- fashi 


. 3 aoe i 


its Stainless for LIVING from 


Allegheny 


thetion’s lending prodwcar of statalens stec! in off forme 


Use LOTS of stalaless steal in YOUR 


FREE PROMOTION AIDS 


TO HELP YOU SELL 
], AD REPRINTS the advertise- 


ment above, in full size and full 
color, for your use as window or 
wall posters, floor sales helps, et 


, “AS ADVERTISED’ CARDS (Sateve- 
post or Better Homes & Gardens 
| color ads mounted on casel- 
bac ked or hanget cards 
‘When they ask about STAINLESS STEEL" 

, pocket-size information folders 
for your sales people-—data they 
can use to make more sales. 


WRITE FOR THE QUANTITY YOU NEED 
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We're launching a campaign in 
national magazines this year in your 
behalf to tell your customers 
over and over again of the superior 
merits of stainless stecl—and 
help bring more people into your 
store looking for specific products 
made of it. 

The advertisement reproduced 
above is the first of this serics of 
full-color pages. It appears in the 
March 3 issue of POST, then in the 
April issues of BETTER HOMES 


ct 


wow see4e © 


As Advertised in 
POST 


BETTER HOMES 
& GARDENS 


HOUSE BEAUTIFUL 
HOUSE & GARDEN 


LIFE 


& GARDENS and HOUSE BEAU- 
TIFUL (out March 20) and the 
May issue of HOUSE & GARDEN 
(out April 20)... also, in a smaller 
version, in March 19 LIFE f 

What additional! help can we 
give you? Maybe youd like to plan 
a monthly or seasonal Stainless Day 
or a Stainless Week, housewares 
of sporting goods, or in your gift 
sections. Maybe you'd consider put- 
ting in a Stainless Shop or a Stainless 
Corner, with an occasional window 
given to stainless merchandise 
help out. @ Ask for any of the pro- 
motion aids listed at the lefr— 
they re yours on request, in the 
quantity you require, 


to 


ALLEGHENY LUDLUM STEEL CORPORATION 
2080 Oliver Bidg., Pittsburgh 22, Pa. 
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A few minutes after this picture was 
taken, this luxurious Iberia Airlines 
Overseas Constellation was winging 
toward sunny Spain, with Mrs. Irene 
Olsen and her husband two of the hap- 
piest passengers aboard. 


Mr. and Mrs. Olsen were guests of the 
Gorham Company for this all-expense 
trip from Spokane to Spain...for Mrs. 
Olsen is the grand prize winner in Gor- 
ham’'s recent “Celeste” Sales Contest. 


The contest, aimed at finding the most 
original sales points for Gorham’s new 
“Celeste” flatware pattern, was open to 
all retail salespeople selling Gorham sil- 
ver in stores across the country. The win 
ning entry was selected from the over 
3,000 received by The Gorham Com- 
pany. Impartial judges for the contest 
were Mr. H. J. Bromley, publisher of Na- 
tional Jeweler and Mr. P. M. Fahrendorf, 
publisher of Jewelers’ Circular Keystone. 


The ten runners up, each of 
whom received a $100 gold rodia 
charm are: Mies Mae £. MeClaugh 
erty, Thathimer’s, Richmond; Mrs 
Paul i. Smith, Deister & Butler, 
inc., Elmira; Mr. Milton B. Fuller. Mr 
Rose jewelry, junction City; Mr 


Sons, inc... 


Dallas; Mr 
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Paul S. Friediander, Friediander & lace G. Boyson, Boyson Jeweiry 
Seattie; 
Baldwin, Arthur A. Everts Company, 
Francis €. 
Starnes jeweiry Store, Albemarle; 
George A. King, Arnold jew- 
eiry Company, Ottumwa; Mi. Wal- 


Company, Cedar Rapids; Miss 
Theima Gerson, Leibfarth's jeweiry 
Store, Ashiand; Mise Emma Gunn. 
Williams & Company, Benton Har. 
bor. Names are not listed in any 
particular order of selection 


Miss Jewel 


Starnes, 


CELESTE MAKES A HIT with officials of 
Iberia Airlines. Here Mr. E. H. Manning, 
Gorham s Advertising Director, presents 
gifts of Celeste flatware to Mr. Manuel 
Diaz and Mr. Ignacio Vallespir aboard an 
iberian plane at Idlewild Airport. 
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“.« OUR SALES PROVE CELESTE 
A LEADING PATTERN!” 


says Mr. John Penn Fix, President of George R. Dodson, inc. 


The George R. Dodson, Inc. store at West 517 Riverside Avenue, 
Spokane 1, Washington is one of The Gorham Company’s finest customers. 
This is the store in which our Gorham contest winner, Mrs. Olsen, is employed. 
And here is a recent letter from Mr. Fix, President of Dodson’s, 
that we think you will find interesting reading: 


Mr. John O'Kane 

Sales Manager, Sterling Flatware Division 
The Gorham Company 

Providence, Rhode Island 


Dear John: 

Dodson’'s has a relatively large silverware 
business in the largest city in a very large 
trade area. Spokane is not a large city but 
our sterling flatware promotions have been 
intensive, consistent and effective largely 
because we have had intelligent selling by 
well-trained salespeople. We are fortunate 
in having a number of experienced, capable 
saleswomen, and we are greatly indebted 
to manufacturers of prestige lines of sterling 
flatware for helping to train these people. 
Mrs. Alice Peninger, who helps train and 
supervise salesgirls, has sold silverware for 
Dodson’s for forty-five years. 


Ihe Gorham Company has been a leader in 
keeping up the interest of jewelry store per- 
sonnel in fine silverware, and now we are 
very pleased that our Mrs. Irene Olsen has 
won a national contest with a slogan for their 
new “Celeste” pattern. Our salespeople all 
participated in this contest and were all 





happy when Mrs. Olsen won this honor and 
the wonderful first prize. The “Celeste” pat- 
tern is so unusual that it intrigued their 
interest. Our sales prove “Celeste” a leading 
pattern! 


We congratulate you on the success we 
know you will have with this truly beautiful 
pattern. We appreciate having this oppor- 
tunity to have our salespeople show enthu- 
siasm for this fine new Gorham sterling 
pattern. Dodson’s should sell more sterling 
as a result of Mrs. Olsen’s prize winning 
slogan and because of the publicity she has 
had in our newspapers. With Gorham pay- 
ing one-half of all Gorham advertising, we 
expect to have a very substantial increase in 
our silverware business this year, and new 
patterns help, 


We send our good wishes to you and to the 
Gorham Company. 


Sincerely, 
GEORGE R. DODSON, Inc. 


GR Fe 


John Penn Fix 
President 


This is the 

CELESTE PATTERN 
which has 

won nation-wide 
acclaim. For the 
complete Celeste 
success Slory, 

contact your Gorham 
representative or 


write to: 
MR. JOHN PENN FIX, Presi- MR. JOHN PENN FIX, JR., 
dent and General Manager of has been a Vice-President of 
Dodson’s for the past 25 Dodson’'s for the past 5 years THE GORHAM COMPANY 
years. Mr. Fix is nationally Mr. Fix, Jr. is a Certified Seavidenes. @. 1. 
known for his many contribu- Gemologist and a member of ' 
tions to the jewelry industry. the American Gem Society. 
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Lejt-——-Three-dimensional tableau effect en- 
graved with copper wheels in Kosta crystal 
from Sweden, called “Looking Through the 
Window”: about 12” high, retails for $175. 
From Lbeling & Reuss Co., Philadelphia 


kar Left hk rom Orrefors in Sweden, Ariel” 
piece in solid crystal with inner free- 

form decorative effect called Kronform: 
pieces retail from $100 to $300. Sold 
through Fisher, Bruce & Co., Philadelphia. 


Lejt—All-over “Daisy” pattern on coupe 
shape in Spode earthenware is done in 

pale blue with deep yellow centers; 5-pe. 
setting, $10.30 retail. Recently added 

to N. Y, stock by Copeland & Thompson, Inc. 


Far Lejt—-Modern in styling and fashioned 
in Swedish crystal, this is “Lund”—one of 
several new stemware designs introduced 

by D. Stanley Corcoran, Inc., New York. 


All items may retail for $30 a dozen 


Lejt-—Created especially for jewelers, 
“China-Craft” dinnerware shape is decorated 
with “Serene” pattern in turquoise and 
gray; 53-pe. set retails at $29.95. By 

W. S. George Pottery Co., Last Palestine, O 


kar Left--From new “Unica” line in Royal 
Leerdam glass from Holland, made in wide 
variety of colors and shapes from 5” to 

8” high, retailing from $20 to $30 each 


From A. J. Van Dugteren & Sons, Inc., N. Y. 


able top fashions... 
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Right—Matching lighter and cigarette 

urn in one of five contemporary abstract 
designs in earthenware—$15 for 

the set, retail. Lighter has Evans mechanism. 
By Sascha Brastoff, of West Los Angeles. 


Far Right—Brought out last fall—‘Elaine” 
pattern in English bone china dinnerware 
introduces a new color—spice gray; the 
5-pe. setting may be retailed at $26.50. 
From Josiah Wedgwood & Sons, Inc., N. Y. 


Right—Saint Graal coffee pot from France 
is part of “Ambiance” coffee service made 
in fine Limoges porcelain with design 
richly encrusted in silver. Distributed 
by the French Glass Co., of New York. 


Far Right—‘Fairfield” design in Poschinger 
crystal from Bavaria has linear design 

on the bowl and a twisted stem; stemware 
retails at approximately $18 a dozen. 

From Geo. Borgfeldt Corp., of New York. 


Right—“Young in Heart” design shows an 
abstract floral in subtle yellow, aqua, 
and charcoal on textured background; 16- 
piece starter set may retail at $14.95. 


By Vernon Kilns, Inc., of Los Angeles. 


Far Right—New “Radiance” pattern in hand- 
molded crystal designed by Raymond Loewy 
Associates—footed pieces may retail for 
$1.25 each; the 7” plate, for $1.75 each. 

By Fostoria Glass Co., Moundsville, W. Va. 


and home accessories. 
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No. | in a series of sales and merchandising news 
of Community, the finest silverplate. 


Dilverware news you can use 
to increase sales 


IDEAL NEW WAY TO SELL SILVERWARE 


The Duo Chest idea, exclusive with Community, is 
revolutionizing the silverware market. It works like this. 
The chest has buffet trays fitted inside, on which the 
silverware rests. These trays can be lifted out, and the 
silverware sold with them minus the chest, at a $20 
savings to the customer. Retail price of the chest with 
54 pieces of Community (complete service for eight) 


is $89.75; with the buffet trays, only $69.75, a new price 
low for Community. The handy trays come in three sec- 
tions; fit perfectly into buffet drawers, sideboards, etc. 

This space-saving, money-saving idea is geared to 
today’s homes, which often do not have room for a 
chest or need of one. Yet the chest provides the ideal 
way for the dealer to show the silverware, giving him 
the advantage of selling it two ways . . . one at a $20 
reduction. 

Also, this new silverware idea gives the dealer 
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greater opportunity to sell larger sets. Both the Duo 
Chest and buffet trays will hold 76 pieces of Community 
(service for 12). Retail price with the chest (for 
76-pe. service) is $119.75; with the trays alone, $99.75. 
This price is also a record low for a quantity service in 
the finest quality silverplate. 

The smart, custom look of the Duo Chest, however, 
is finding appeal with many women, as it provides a 
handsome addition to the home, and is still the best 
way to guard silverware from tarnishing, the lining 
being specially treated for this purpose. This new chest 
comes in blond or mahogany finish to blend with cus- 
tomers’ home furnishings. The lining colorfully com- 
bines Tahitian rose with dark beige, newest decorator 
colors. 


FREE DISPLAY DEVICES FOR DUO CHEST 


An easy way for dealers to interest customers in this 
new way to buy silverware is by telling the full story in 
a window. For this purpose, display cards giving full 
details come packed with the Duo Chest. Buffet trays can 
be propped up (as in picture) to show how they lift out. 


Now! ~ ) 


 —— ff wen way fp 


This display arrangement minimizes window space, and 
is ideal for drawing close-range attention inside, too. 
Window bannersare available for flashing more attention. 

To get the most out of this new offer, dealers are 
strongly urged to use free newspaper mats and envelope 
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stuffers. Since there is a marked trend to buying com- 
plete silverware sets, the more people who know about 
this offer, the greater store traffic it will bring. Its news 
value is perfect for radio announcements, TV spots and 
publicity releases, too. 

All merchandising aids can be obtained from your 
Community representative or wholesaler, or by writing 
directly to Oneida Ltd. Silversmiths. 


DUO CHEST STORY GOES TO 10,000,000 WOMEN 
The biggest single silverware advertisement ever run 
will show consumers the new way to buy Community 


this month. The April issue of the LADIES’ HOME 





JOURNAL, the biggest women’s magazine, will carry 
three color pages, joined together as a unit and opening 
out to display all elements of the Duo Chest at close 
range. 

Beauty close-ups of all five Community* patterns will 
precede views of the buffet trays with silverware in an 
open drawer, and the Duo Chest in an elegant dining- 
room setting. The beauty close-up technique of drama- 
tizing pattern design, new to silverware advertising, will 
be an important part of Community advertising this 
year. Since consumer surveys prove that pattern is the 
big reason women choose their silverware, this tech- 
nique will be used to highlight the striking beauty of 
Community patterns. 

The three-page announcement will be seen by the 
more than 10,000,000 women, in all parts of the coun- 
try, who read the JOURNAL every month. Dealers are 
urged to take full advantage of the high consumer 
interest resulting from this dramatic advertisement, 
by displaying the Duo Chest prominently, and by 
running tie-in ads locally. 





STORE REACTION TO DUO CHEST 


An idea as new and different as the Duo Cheat is 
never put on the market by Community without pre- 





testing. Typical of dealer reaction are these remarks of 
Josef Barr of Barr’s Jewelers and Silversmiths, Phila., Pa.: 

“The Community Duo Chest has many new advan. 
tages. It is sharply tuned to today’s competitive market. 
The chest offers maximum display and storage, while 
the buffet pads are ideal for modern homes, And the $20 
savings is a real sales tool. My sales force is very 
enthusiastic about Community's Duo Chest. We are 
featuring it prominently in our stores and in our local 
advertising.” 


CUSTOMER REACTION TO DUO CHEST 


Consumers, too, were surveyed concerning the Duo 
Chest. This was the reaction of Mrs. J. Lynn McManus 
of Brooklyn, New York. 


: Tv 





“I chose Twilight* by Community because I feel the 
quiet beauty of this pattern is right for any occasion, 
And the good-looking chest keeps it clean and bright for 
instant use. My daughter, though, has just been married, 
and preferred the buffet pads. They are ideal for her 
new home, and the $20 saving was most attractive to 
a young budget.” 


*TRAOEMARES OF ONTIDA LTO., ONEIDA, BLY 


A Service of Oneida Ltd. Silversmiths 


For reprints of this article, write Oneida Ltd. Silversmiths, Oneida, N.Y. 
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Giftwares 


by MADELINE LOVE 


“ATCHING tableware to personality is the theme of a 
feature which McCall's magazine will offer in its 

May issue. While it is, of course, directed to the 
consumer, the retailer might benefit by glancing at it over 
her shoulder, Women in almost any American community 
fall readily into the four categories outlined in the article 
and these women are your prospective customers, for 
whom you select your patterns of china, glass and silver. 

To use the magazine’s nomenclature, there is “Mrs. 
Vanguard,” with the ultra-modern house; “Mrs. New- 
fashion,” with the split-level ranch house in the new 
subdivision; “Mrs, Manorhouse,” with her mellow, well- 
preserved house in an older part of town, and “Mrs, 
Hearthstone,”’ who lives in a converted farmhouse beyond 
the town limits. 

Lach of these women has her own distinct tastes, re- 
quirements, style of living. Are you sure you have the 
tableware designs to suit all of them? And have your 
salespeople been trained to recognize the types and to 
suggest the most suitable patterns? 





lH] ERE is one view of the new Kosta glass salon, opened 

Feb, 21 by the Ebeling & Reuss Co., of Philadelphia, 
with a press party at the New York showrooms, 225 
Fifth Ave. Located at the Fifth Ave. entrance to the show- 
rooms, the new salon was designed by Vicke Lindstrand, 
art director of the Kosta factory in Sweden. It is panelled 
from floor to ceiling in natural-toned pecky cypress, 


interrupted with sections of fibre glass background for 


134 


special displays. The hung ceiling is aluminum mesh with 
a background of blue, giving an effect of open sky. 
Groups of modern, overhead fixtures provide direct 
lighting for the display tables. 
oe 

| teem P, C. HassaLi, Spode china and earthenware 

representative, is making a series of visits to jewelry 
and department stores with a special display of Spode 
dating from 1800 to the present time. The showing in- 
cludes a number of designs made for royalty, and about 
4) pieces from the Spode Museum collection. Mr. Has- 
sall also shows a color movie, “Masters in Art and Clay,” 
which was introduced some months ago by Copeland & 
Thompson, Inc., importers of Spode. Among the jewelers 
included in the tour are Wylie’s, in New Haven, Conn.: 
Hardy & 
Hayes, Pittsburgh; Broer-Freeman Co., Toledo, O., and 


Potter-Mellen, Inc.. of Cleveland. 
- © ve 


Tilden-Thurber Corp., of Providence, R. L; 


i." shows scheduled during the late spring and sum- 

mer under the management of George F. Little in- 
clude: New York Stationery Show, May 13 to 18 at the 
Hotel New Yorker; New York Home Furnishing Ac- 
cessories Show, July 8 to 13 at the Trade Show Building 
(coinciding with the Lamp Show at the New Yorker) ; 
National China, Glass and Pottery Show, July 15 to 20 
in the Hotel New Yorker; Washington Gift Show, July 
22 to 25 at the Hotel Willard; Chicago Gift Show, July 
29 to Aug. 8 at the LaSalle Hotel and the Palmer House; 
New York Gift Show, Aug. 19 to 24 at the Hotel New 
Yorker and Trade Show Bidg.; Boston Gift Show, Sept. 
9 to 13 at the Hotel Statler; Philadelphia Gift Show, Sept. 
23 to 26, Hotel Benjamin Franklin. 


" . ” 


A DEEP, soft tone of blue dominates the recently re- 
decorated Orrefors Room at the New York show- 


rooms of Fisher. Bruce & Co. Combined with the blue 


are two shades of green, the paler tint appearing on the 
upholstered seats of the light-wood, Swedish furniture. 
New draperies stress the same colors, and there are 
new recessed lighting fixtures in the ceiling. The wall 
cabinets in which the crystal is displayed are lighted 
from both above and below, 
. * * 
“S IFTWARE tenants of 225 Fifth Ave., New York, were 
I oratified with the results of the first three-week spring 
market held there from Feb. 20 to March 9. Voluntary 
registration totaled 1793 but this was far from reflecting 
the actual attendance since many buyers did not bother 
to register. Highlight of the show was the breakfast held 
Feb, 22 at the Prince George Hotel when Randolph 
Stambaugh, china, glass and silver merchandising mana- 
ger of B, Altman, was the speaker. 
*o @ 
Arena J. Fiscner, president of Vernon Kilns, of Los 
Angeles, Cal., has announced several innovations at 
the factory, among them a new retail price range, a new 
dealer discount structure, and the inauguration of a paid 
PLEASE TURN TO PAGE 150 
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Featuring a unique square base. Hand cut and polished to a star-like radiance. 
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Goblet Champagne Cocktail rar iri Footed 
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An all-glass building (below), designed to function 


as a machine for generating sales, rose on the site where 
the old Rider's store burned to the ground early last year. Inside 
the Baton Rouge, La., store (opposite page), open counters and islands invite close 


inspection of merchandise. In addition to carefully planned artificial 


light, the store enjoys maximum north light to give the merchandise more sparx'ie 





DESIGNING A STORE 
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A disastrous fire gave these Louisiana jewelers an 


opportunity to combine their experience and desires 


in a new and thoroughly modern shop 


by David Markstein 


® As the result of a misfortune, Rider Jewelry Co., Inc., 
Baton Rouge, La., had an opportunity to do what many 
established jewelers would like to do—completely make 
over a business, putting into it everything learned through 
years of retailing experience. 

Rider’s recovered from its misfortune—the store burned 
to the ground on Jan. 3, 1955—and came back with a 
jewelry merchandising structure that was modern in con- 
cept and fulfillment. 

Eight months after the fire, Rider’s was back in its old 
location, in a new all-glass building designed as one great 
showcase, planned not only as a building for housing 
counters, shelves and merchandise but as a machine for 
generating sales. 

In the new store, at the busy intersection of Third and 
Convention Sts., shopper trafic follows a planned routing 
pattern designed to expose each person to the maximum 
amount of selling display. The new fixtures have many 
custom-designed sales features, and both natural and arti- 
ficial lighting have been utilized to increase the sales ap- 
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peal of the contents of this contemporary all-glass store, 

Behind this up-to-the-minute organization are three 
members of the Edelman family: Mrs. 5. L. Edelman, 
president of Rider's; J. M. Edelman, vice president, and 
L.. B. Edelman, secretary. After the fire, they opened for 
business in a succession of three temporary locations 
which served until August when the present store was 
ompleted. 

L. B. Edelman explains the reasons for having three 
different temporary store sites: “First, we took what we 
could get on an immediate availability basis. A better one 
became available shortly afterward. It was nearer to the 
main Third Street shopping area. Finally we were able to 
secure a location only two doors from the one we had left. 
Moving about may not seem efficient at first thought, but 
it enabled us to be back in business within two weeks after 
the fire. That's an important thing. People forget quickly 
and just as quickly change their buying habits.” 

Kach change of location was heavily promoted, with 
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PROFITING FROM A HANDICAP 


by Reabert A. Latimer 


A jeweler developed a success- 
ful hollowware promotion when 
he was unable to secure the flat- 


ware franchises he wanted. 


© What can a jeweler do when he 
can't obtain the top flatware lines that 
he knows his customers would buy ? 
That's the discouraging situation 
that faced the M, Judd Jewelry Co., 
402 Central Ave., 5.W., Albuquerque, 
N. M. (formerly the Judd-Weitz Jew- 
elry Co., with 5. R. Weitz as partner) 
when it found that the better flatware 
lines it wanted were already fran- 
chised to other. jewelers in the area. 
This handicap was especially frus- 
trating to the Judd firm because cen- 
tral New Mexico, its natural selling 
area, is silver country and its resi- 
dents are more “silver-conscious” 
than in most other parts of the coun 
try. The potential was there, but the 
hrm was apparently out of luck. 


But the partners were far from 
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beaten. Both felt that there was an ex- 
cellent opportunity represented by 
hollowware; better still, it had never 
been aggressively promoted in Albu- 


querque. A study was made of the 


sales potential of the area and plans 


drawn-up for a long-range promotion 
Judd’s 


querque’s hollowware center.” 


designed to make 


That was seven years ago. 


Hollowware sales increase yearls 


“Since that time,” reports Max 
Judd, now sole owner of the firm. 
“we have registered a solid increase 
during each year, to the point where 
hollowware now occupies around 35 
per cent of the total display space in 
the store and 50 per cent of our win- 
dow display space.” 

How was this surprising record ac- 
complished? Judd explains it: 

“By slanting our hollowware pro- 
motions to both the gift-giver and the 
housewife who intends to use the a 


ticle herself. We have depended upon 


“Albu- 


an unusual method of display to at- 
tract both ly pes of customers.” 

This display, which is credited with 
such an important role in the success 
of Judd’s hollowware merchandising, 
is actually nothing more than three 
10-foot tables occupying the center of 
the store. On them are displayed more 
than 100 articles in both sterling and 
plate, ranging from a tiny knife and 
fork set for infants to an elaborate tea 
and coffee service. To provide an at- 
tractive setting for the glistening hol- 
lowware, the tables are covered with 


a handsome damask banquet cloth. 


Customers know where te find it 


The display is kept in the same cen- 
tral location throughout the year, with 
the exception of the Christmas selling 
season. Lach morning, the salespeople 
carefully clean each article, generally 
before the store opens. This is admit- 
tedly quite a chore in Albuquerque's 
dry and dusty climate, yet it is ex- 
tremely important, 

“Nothing is more likely to dissuade 
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Why are these hands your best salesmen: 


A woman buys her everyday crystal 
for two main reasons: beauty and 
durability. (According to a recent 
nationwide study.) That's why the 
skilled hands of this designer, wise in 
the ways of the market place, are al. 
ready preselling for you. They are 
creating a lovely and durable new 
pattern . Fostoria “Radiance.” 
These sparkling new crystal pieces 
were designed by Raymond Loewy 
Associates and Fostoria. Brilliantly 
beautiful, yes! But because “Radi- 


ance’ is hand-molded by Fostoria 


FOR APRIL, 1956 


craftsmen, it is durable enough for 
everyday use. 

Women of all ages like “Radiance” 
(and want it). They've told us so in 
market tests. 

We're announcing “Radiance” with 
an unusual four-color ad in the June 
issue of House Beautiful. It will be 
supported by many exciting adver- 
tising and selling aids. 

“Radiance” also includes a new 
merchandising plan. This plan im- 
proves your profi from glassware 


sales and offers many advantages, 


Why not investigate lostoria “Ra 
diance’ 7? Take advantage of what can 
hecome a staple, year-round pattern 
Write us today lor complete details 
Fostoria Glass Company, Moundaville, 


West Virginia. 


Fine handblown 
and hand-molded crystal 


ostoria 


rR aenoe ~saA 
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A THING OF BEAUTY 


ACT IV OF 


Showmanship in Business 


By Zenn Keufman 


* A thing of beauty is more than a joy forever. With 
only beauty to offer, nature continues year in and year 
out to pull crowds by the million. 

Whether it’s the enormous beauty of a Grand Canyon, 
or the simple attraction of a shady brook, our entire 
nervous and physical systems react with consistent regu- 
larity to the call of nature’s beauty. 

The simplicity of the sea, the grandeur of mountains, 
both act as tonics for our beauty-eager populace. For- 
tunes have been made by men who have capitalized on 
this public craving for beauty. Many forms of entertain- 
ment are based principally on some kind of beauty. 

And in business too, beauty plays a major part in 
getting and holding the crowds, It can play a part in 
your business, the jewelry business, especially since many 
of the things you sell are bought to satisfy a thirst for 
decoration of the home or person, 

You can remember when Henry Ford lost a market 
by his refusal to improve the appearance of his car. 
Veople wanted beauty in their cars as well as economical 
transportation. 

Gotham hosiery added a beauty appeal to the ordinary 
silk stocking by rolling it up and putting it on the back 
of a cute little Seottie dog. Thus, men bought hosiery 
as a gift, feeling that they were giving something good- 
looking and sentimental rather than something that was 
just practical, (Of course, you have heard the story 
about the man who went into a department store to buy 
some women's hosiery and how the clerk asked, “Are 
these for your wife or would you like something better?” ) 

Western Union doubled its greeting message business 
when they put reproductions of expensive Norman Rock- 


well paintings on their otherwise plain yellow blanks. 
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Abbott Kimball, advertising agent, once asked his art 
director if he really thought that beauty paid. The art 
director replied, “I once ran an ad for a job and secured 
15 replies. I called on you first because your stationery 
was better looking than any of the others. You hired 


me and I’ve been working here since.” 


Manufacturers know the value of beauty 


Whether it’s the uniforms of the West Point Cadets, 
the streamlining of the new railroad trains, or the jacket 
of a new book, we are always caught by a “thing of 
beauty.” Smart manufacturers would not continue to 
pay thousands of dollars to smart designers unless beauty 
paid. Egmont Arens once redesigned a scale and sales 
doubled. This is a fact—-not theory. 

Beauty is not only a “joy forever” but an active and 
immediate cash asset. The housebuilder who invested 
$1.80 in a little red curtain, found that a $1.80 invest- 
ment in curtains would sell a $10,000 house quicker 
than any similar investment. 

There are countless ways in which the element of 
beauty can be capitalized in the jewelry field. It starts, 
of course, with the element of store design, for this in 
itself sets the framework of your own show and can pro- 
vide the inspiration to your customers to want to look at 
least as good as you do, 

Modern fronts gO a long way to invite customers to 
buy. With a huge open-front window of glass and plate 
glass doors, a pleasing place can turn many a casual 
passer into a paying customer, 

Ask S. L. Ward of Patchogue, Long Island, who just 
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CAST LETON “ect CLUB PLAN 


a Sure-fire Way to Increase 
Your Fine China Sales and Profits 
| 

























Castleton’s Club Plan offers 
: everyone in your area a chance to enjoy 
fine china as they pay for it. Small down payment 
and low weekly installments make it easy for everyone to 
own fine china. 
Prospects you couldn’t sel! before . . . teen-age 


girls, engaged couples, young marrieds.. . 





He ee ee eee aa ee eS a by 
now become cash customers. : 
: Castleton China, Inc., Dept. 2B 
You make your full profit. No markdowns, j Box 120, New Castle, Pa. : 
Please send me your FREE Castleton Club Plan Kit containin 
Act now! Mail this coupon today. Put the : ’ ee 
© 4 page brochure showing how to make this plan work j 
Castleton Club Plan to work in your store for greater | in my store. 
© 3 easy steps to create immediate sales 
store traffic... bigger sales... . bigger profits. eee 
9 © Tested tie-in promotion material 
Name | 
| Store | 
. | | 
| Address | 
ites 7 
| City Jone tate 
PERE RS PE MAN Te Ie er oo a Ma TRE on NEON j 
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Let your older salesclerks 


help train the newcomers, and 


your overall program will benefit 


Sales Training: A COOPERATIVE AFFAIR 


by H. E. Carroll 


* Sales training for salespeople in jewelry stores, to be 
successful, must be a continuing process, and your 
veteran personnel can be an important part of that 
Process, 

Professional men need to refresh themselves to keep 
up-to-date—-a doctor, for instance, realizes that he must 
keep up with new methods and new drugs; a certified 
public accountant is involved in a continuous training 
program to keep abreast of the changes in his field. 

Selling is a dynamic occupation—a salesperson needs 
continuous training to keep from turning stale. When 
learning stops, advancement stops. 

by and large, jewelers realize how important it is to 
keep their sales staff up-to-date; yet, when a plan is insti- 
tuted to give their veteran employees additional training, 
it usually hits a snag. The older salespeople resist the 
idea. They are bored, for they think they already know 
enough about selling. 

But, if the older staff members participate by helping 
train the younger ones, their sense of importance will 
help make them more receptive to learning new things 
themselves. 

To provide a training program for newer members of 
the sales staff, the following 5-point plan is suggested: 

|. A change in your selling operation: 

When some part of your store's operation is changed, 
your method of handling watch repair orders, for ex- 
ample, it provides the basis for a training session on 
handling all types of repair orders. This session should 
include such subjects as how to complete the repair tag, 
when to promise the work, how to suggest the repair of 
other items and how to lead into the sale of other mer- 
chandise in the store. 


The introduction of a new line can also be used as the 
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means of launching a training or re-training program. 
Salespeople should be instructed on how to answer ques- 
tions and make suggestions concerning the new line; 
along with this, they can also be given a refresher on 
other lines in the store. 

2. Ask the opinion of your salespeople: 

Salespeople in jewelry stores are inclined to have 
extroverted tendencies, They like to express themselves, 
they have definite ideas, beliefs and opinions on how 
the store should be operated. By asking for thei 
opinion, you cater to this trait and give them a stake 
in the training program, 

\ jeweler may have a series of things he wants to 
cover in his training program. They all need discussing, 
but he has no particular order in which to introduce 
them. Even this seemingly trivial point, however, can 
prove a means of developing the sales staff's interest and 
enthusiasm—-if their opinions are sought and acted 
upon, they have an active part in the plan. 

3. Make the sales staff part of the act: 

Another way to make your salespeople feel important 
is to give them more responsibility. Those who have 
been with you for a long time will naturally know a 
good deal about selling. They can, if you encourage 
them, provide helpful on-the-job training for your newer 
salespeople. 

Generally, an older salesperson takes it as personal 
recognition if he is asked to help train a newcomer. 
In addition, he is spurred on to self-improvement because 
he wants to make a good impression on the person he 


> 


is training. Since the “old timer” is now a teacher, he 
will naturally follow the best practices in his own selling, 
because he realizes that the new salesperson is watching, 
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SWEDISH SKILL AND 
AMERICAN TASTE 


ombine to tell a real selling story’ 
TALE OF TWO COUNTRIES... 
This superb Swedish-made crystal 
was designed specifically 
for the American preference by 


Frederic D. Farrell. The result 


iS a clear success for fine stores 


* Dependabie in-stock service! 
* Prompt deliveries! 
* No packing or cartage charge! 


* 100% protit tor you! 


ingrid w/goid 
$27.00 a dozen 


JOStal lal dds 


$48.00 a dozer $18.00 a doze 


Exclusive American Representative 
Ardene 


for Bing & Grondahi Porcelain 
$24.00 a dozen 


D. STANLEY CORCORAN, INC. 
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When Edward J. Kelly, suburban Philadel- 
phia jeweler, opened his new sture, he 
began to enjoy business expansion in 
several lines, thanks in large measure 

to the reputation he gained over a period 
of more than 30 years as a repairman 


of clocks and watches. 


One of the things 
watches can do is 
attract business to 
other departments. 


Particularly, when 


a jeweler, like this 


Pennsylvanian, has a 
30-year reputation 


as are pai rman 


NEW BUSINESS FROM OLD 


by MARY ZOOK 


* A suburban Philadelphia jeweler credits public ac- 
ceptance of his watch and clock repair work with helping 
him build business in other departments of his store. 
“Actually,” explains Edward J, Kelly, “our service 
has helped us tremendously throughout the store.” 
This tradition of service goes back to 1930, when 
Kelly opened for business at 30 East Lancaster Ave., 


’ 


near his new location at 8 Ek. Lancaster, where he moved 
a year ago, 

After several years apprenticeship with Main Line 
watch repairmen, Kelly went into business for himself 
in a year when “people just had to have their old watches 
fixed carefully to keep them going as long as they could.” 
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For Kelly, watches and clocks very literally do more 
than tell time. Through them he has built consumer con- 
fidence in his store area—he thanks his watch and clock 
repair business for helping draw increased sales of dia- 
monds, sterling silver, small appliances, costume jewelry 

and of course, new watches and clocks. 

In his previous location, Kelly looked to repairs for 
about 70 per cent of his dollar volume. Now, the figure 
is close to 60 per cent. “And our repair business hasn't 
dropped,” he emphasizes. “We've simply been picking up 
steadily in other lines.” 

Part of the Ardmore jeweler’s repair policy has al- 
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ONLY OFFERS 


oaathing fo RS 


.-: WRAPPED IN BEAUTY” 





Take advantage of these highly-styled and com- 
pletely integrated gift wrapping services...and 
gain prestige for your store! 








@ Lustrous rayon Satintone,® the gift tie that is the same on both 
sides... sticks to itself when moistened ...strips into desired widths 
and curls 


® Curling cotton Ribbonette” 







@ Candy stripe and thermo printed taglio gift ties 






@ Beautifully styled counter roll papers 






@ Pre-styled gift packages...with cost information 






® Blueprints for model gift wrap stations 






@ Gift tying instructions for your store personnel ...merchandising 
ideas 
























The Satintone Bow 
Machine makes perfect 
Pompoms every time! 
Only $29.50 with purchase 
of 48 bolts of 4" and/or 
4,” and/or 1144" Satintone. 
Second bolt attachment 






the BEAU-MOR® MULTI- 
BOW MAKER MAKES 
MORE THAN 12 VARIETIES 
OF FANCY BOWS 


Saves time...saves money... 
saves space! Makes perfect bows 
every time! Easy to operate! Safe! 
Easy to set up! Wastes no ribbon! 














2306 Logon Boulevard, Chicago 47,1. colored hows. 
New York + 225 Filth Ave. 






Chicago Printed String Co. 
2300 Logan Bivd., Chicago 47, Il. 


Gentlemen: At no extra cost or obligation to me, please send me additional 
information (indicate choice) on: 


| | Beau-Mor Multi-Bow Maker | | Satintone Bow Machine 
[-}] Samples and information for a store gift wrapping program. 
| | Have your representative visit us. 


Name... =“ Gaetan 
Store. a cenialenititaiiiisibtins 

822 > s TEAS : 
State 


<i ag rae a ee i 


City Zone 
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More than 1300 exact-size 
illustrations and pattern names. 
Now in the newly-revised 


Sterling Flatware Pattern Index. 


Increase your Sales and Profits by having ALL 








the Sterling Flatware Patterns at your fingertips 


ry 
I his book is a necessary selling tool. 


Used every day by jewelers across the 
nation, it contains actual-size illustrations of 
active, inactive and obsolete sterling silver 
flatware patterns made by manufacturers in 
this country. 

Kasy-to-use, this valuable reference book 
has a complete index which lists: 


® the manufacturer's name 
© the pattern name 
® the current status of every pattern 


@ With binder $27.50 e@ Without binder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX, 
THE 1955 REVISION SHEETS WILL BE SUPPLIEDAT $6.50. 
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The Sterling Flatware Pattern Index is 
handsomely printed on heavy coated stock 
and is conveniently prepared in loose-leaf 
form. Revision sheets are made available at 
reasonable cost every few years. 


sweeten eww eenen enn en een ene anaananenanenaeencanannanaeas 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 
With binder $27.50 Without Binder $17.50 
Revision sheets $6.50 


Check or Money Order for $ is enclosed 
Name . 


Street 


EP ca ctianceedeseunedeehanedee OG: css can 


~T ry tt tt ?thlthatht th kt tk tt stasftststssesesksetehsséseteseksehksFeh#6§sekh6fthskftsththtt 


paaeousacoorereree,'-' 


THE JEWELERS’ CIRCULAR~-KEYSTONE 
























STAINLESS STEEL FROM SWEDEN 


The world’s most complete line of “Lovely for 
a Lifetime” stainless steel flatware and holloware 
is now even lar ger. 


Here are some of the new numbers and a glimpse 
of the consumer ads to appear this spring in such 
national publications as House Beautiful, New 





Yorker, and Living. #6653 Cocktail Shoker 


*6410 Square Dish 








i 





#6760 Ash Tray 


#6553 Salt, Pepper 
& Sugar 






= 6960 Candelabra 





You can start a Gense Stainless Steel 





Department in your store for very little. 
Write today for information as to 


whether your territory is open for ex- Sone . 
clusive Gense representation. i 









east of the Mississippi: west of the Mississippi: 
GENSE IMPORT, LTD. GENSE OF THE WEST, LTD. 
Branchville, New Jersey, and 1685 Broadway 
in Room 911, 23 E. 26, N_Y.C. Redwood City, Calif. 









from France— DECANTERS, WINE & CORDIAL SETS 


for generous mark-up and quick turnover! 


Qh Ig 


"*2-la-t*' 
DOM.-4 


274 on. 
62 minimem 


'MADELEINE’’ os ~ 
DPOR-296 , £a™® * ‘ROOSTER’ 

28 ox. . aOm-! 

we’ 17 on. 


24 minimum 
24 minimum 

WINE SETS with 28 oz. decanter and six matching glasses. 

CORDIAL SETS with 15 oz. decanter and six matching glasses. 

Left: ""MANON' ... Wine, POR-294 ... Cordial, POR-298 


Write for prices and details, Right: NICE’ . . . Wine, POR-295 . . . Cordial, POR-299 


Minimum: 12 sets im assortment of 4 desions \ 


Sole distributor in the U.S.A. 7 


THE FRENCH GLASS CO., inc, a Farr AUN on ater 2 


NEW YORK—William Streeter CHICAGO-—Raiph P. Higgins DALLAS—Clay Folsom 
226 Fifth Avenue, New York 10, WN. Y. 1558 Merchandise Mert, Chicago, til. 118 Merchandise Mart, Dalles 1, Texas 








@.  $0-0-O SMART 
, AND BEAUTIFUL — 
‘a (|) SS <= | 


a (ey Ser Sur 
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@ y GIFT BOXES 
. h The Lindley Silver Supreme gift box has become 
; a popularity leader in the few short months 

since it was first introduced. Eye-appeal com 


bined with extra strength and stiffness, practi 
*. cal storage and wrapping economies have made 
the-Sulyer Supreme folding box an important 
part of gilt and ladies’ shops, as well as jewelry 
and deparyment stores. Regardiess of your re | 
wnnagen, you ll find a Lindley Silver Supreme COMPLETE SELECTION 
size td Suit our needs. The new sparkle in fold | 
ing oi is\Lindley's SILVER SUPREME. Why 
not g¢t the of 


BETTER JADE JEWELRY 





Imported directly from 


Hong Kong and mounted 





in our factory 
Write teday for the big general catalog 


eee | ART-CRAFT JEWELRY CO. 


si7@6 and suggested uses | 1 West 47th St. New York 19, N. y. 


| 





BOX AND J PAPER, 1748 West 2nd St.. Marion, Ind. | 
A DIVISION OF MORRIS PAPER MILLS | 
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SALES TRAINING (from page 142) 


To make this program more effective, most jewelers 
find it a good idea to review the material with the 
veterans before presenting it to the newer members of 
the sales staff. 

4. Make your training suggestions informally: 

In a large store, the jeweler works on sales training 
material in regular meetings with his sales staff. In 
presenting a new technique of operation, or a new line, 
he can casually bring in a few ideas on selling. 

In a small store, the same idea can be used if modi- 
fied slightly. Formal meetings of the salespeople are 
held, rarely, if at all, but when the jeweler is going over 
the invoice of a new line of merchandise, he can casually 
ask his staff members how they think the articles can 
best be sold. This technique combines making the 
salespeople part of the act and asking for their opinion, 
It is done, however, in an informal manner in connec- 
tion with some other activity or subject. 

5. Collect examples of good selling: 

Cases of successful selling in jewelry stores can give 
a jeweler excellent ammunition for sales training. One 
way is for the jeweler to cite personal example. This 
“I did it” and 


“I got it” can sound like boasting to some of the sales 


can be effective, but it is also dangerous. 


staff. On the other hand, if the jeweler uses negative 
examples, his sales force may lose confidence in his 
ability. 

Most jewelers agree, therefore, that the best method 
is to use examples of other sales people in the store. This 
provides a fine opportunity to compliment an alert 
salesman and, at the same time, to drive home an essen- 
tial sales point to the other members of the staff. 

Training sales people in a jewelry store is a continu- 
it 
attention to new ways of doing things if more sales are 


ing process. But so is selling requires constant 


to be made. quicker and with less effort. 


Bowl Game Players Get Special Watches 





Players who participated in year-end football classics received 

special Hamilton, watches. The presentations were ordered from 

Hamilton by officials of the Cotton Bow!, Orange Bowl, Tan- 

gerine Bowl and Hula Bowl gomes. The watches, given to all 

players on all participating teams, had dials identifying the 

game, and on the back were engraved the name of the ployer, 
his team and the final score. 
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Pictorial Paper Package Corp. 


“The Package is Part “(| 


PICTORIAL PAPER 


MERCHANDISE 


Ch 


This No. 33 assortment of nested fancy gilt 
boxes is ideal for Gift and Art Wares of all 
kinds. Consists of 21 handy sizes from 3 x 
3x3teo 12128. (Two or three each of 
the least used sizes . . five to eight each 
of the most used ones.) Choice of NEW 
Paisley pattern, Silver White, White Modern 


(embossed), Coppertone or Ivory Enamel. 
Prompt delivery guaranteed. Order direct 
from this ad. 

Write for illustrated catalog listing 24 other 


special assortments and hundreds of STOCK 
JEWELRY and GIFT BOXES. Available piain 
or imprinted, or in special designs. 
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USE THIS HANDY 
ORDER COUPON 
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of the Purchase” 


CORPORATION 








il de since 1770 


THE VP FINE ENGLISH 


DINNERWARE 


Fine English Earthenware 
ENGLAND 


: : ; SP Out 
English Bone China Covttancs crims 


Lowestoft Stone China 


Made in England by W.T.CortLanp & Sons, Lrp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 


new “APRIL” 


from 


Heinrich & Co. 


Stylized pussywillows are done in a smart 
combination of chartreuse, yellow and gray 
on new “Grazie” shape with its 1044" plate 
in pure white, fine Bavarian china. 


5-pe. Setting: App. $8.50 retail. 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 £. 23RD ST., NEW YORK 10, WN. Y. 


712 S$. Olive St. (Merch. Mert) 44 York S$. 
Les Angeles, Coli Teronte. Ont.. Canede 
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CHINA, GLASS & GIFTWARES [from page 134) 
freight policy. It has also been announced that dinner- 
“71 hd 


ware sets are now being offered with 71” salad plates 


in place of 6” bread-and-butter plates. 


—* above is one of a new set of service plates made 
“for the White House in Washington by Castleton 
China, Inc., of New Castle, Pa. Especially designed by 
Castleton Studio, the center of the plate shows the official 
seal of the President applied in gold on white, trans- 
lucent china, while the entire rim is covered with pure 
gold in an intricate raised medallion pattern, The factory 
announces that the process of design application is new, 
developed especially for this White House service. The 
china will be used at all formal luncheons and dinners 


in the State and family dining rooms. 


b bow firm of Royal Crown Derby, Inc., has been formed 
to take over the American representation for Crown 


Derby china from England, formerly imported by Ed- 
ward Boote, Inc., and headquarters have been established 
at showrooms in 362 Fifth Ave.. New York. Sharing 
these quarters is another newly-organized firm, Fine 
China Associates, importers and distributors of Poole 
Pottery and Viners silverplate from England, and 
Toschka woodenware from Germany. Heading both firms 
is W. C. P. Adams, formerly manager of the Boote 


compan vy. 
= * * 


M's Margaret Toch, of Hands Jewelry Store, lowa 
City, la., won third prize in a nation-wide contest 
for retail store personnei sponsored by Lenox, Inc., china 
manufacturers, The purpose of the contest was to educate 
retail salespeople in best selling techniques. A 23-page 
booklet on “The Art of Selling Lenox China” was sent 
to each salesperson in jewelry, department and specialty, 
stores carrying Lenox, and each contestant was asked to 
describe the one idea obtained from the booklet which 
had been of the greatest help in selling. 
. « . 
J D. THompson, of the Homer Laughlin China Co.. 
* has been elected president of the Associated Glass and 


Pottery Manufacturers, sponsors of the Pittsburgh Glass 
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Touch of Humor Enables Jeweler 
To Reduce Breakage on Open Displays 


A touch of whimsical humor is enabling Mahan 
Jewelry Co., 26 E. Pikes Peak Ave., Colorado Springs, 
Colo., to eliminate almost entirely a serious source of 
profit loss—the careless handling of merchandise in the 
completely open china, glass and giftwares display on 
the second floor. 

The Colorado Springs jewelry store introduced self- 
service display of these items when the entire second 
floor, 60 by 30 feet, was converted into a huge open 
display area. 

From the outset, the store has won the goodwill and 





and Pottery Exhibit held every January in Pittsburgh. 
Harry J. Bennett, of the Crooksville China Co., was 
Weber. oma of the West 


treasurer. and Carl W. 


named vice president; J. C. 
Virginia Glass Specialty Co., 
Gustkey, of the Imperial Glass Corp., secretary. Directors 
include these officers and Charles W. Carlson, of the 
United States Glass Co.; E. R. Capewell, of the Nelson 
McCoy Pottery Co.; Harry Wintringer, Jr., of the Steu- 
benville Pottery Co.; Joseph R. Thompson, of the Hall 
China Co., and C. T. Swartling, of Viking Glass. John 
M. Hammer was re-named executive secretary and mana- 
ger of the exhibit, with his son, Phil Hammer, as as- 
sistant. This is Mr. Hammer’s 36th year as executive 


secretary. 





Phantom Leaves, shown here: 5-piece piace set 
ting, $8.50 retail. Slightly higher in the West. 


cooperation of Colorado Springs women by encouraging 
them to serve themselves. Unless the customer asks 
specifically for help from a sales person, she is simply 
directed to the upstairs department and encouraged to 
browse through the displays as long as she likes. Signs 
posted throughout the department invite the customer 
to call for a salesperson merely by pressing a button 
when she desires help. 

When it became apparent that damage was increasing, 
Mahan’s took an unusual step to correct the situation. 
Instead of posting someone on the second floor to keep 
a watchful eye on customers and merchandise, thus 
defeating the whole purpose of the system, the store 
turned to humor, 

Spotted along the display cases are a number of 
t by 6 inch white signs, printed in black, bearing a 


four-line verse: 





Lovely to look at, 
Delightful to hold, 

If you should break, 
We mark it sold! 











Almost every person who reads the card smiles in 
appreciation of the humor, and the message has been 
effective enough to cut substantially damage from care- 


lessness. 


The shape of sales to come! 


Contura 
by 


BARONET 


Nationally advertised this spring 


With Contura, Andries D. Copier takes modern design a 
step forward. The classic simplicity of this dramatic new 
shape has unlimited appeal; it is equally beautiful in formal 
or casual settings. A group of specially designed, charmingly 
original patterns on Contura are now available for immedi. 


ate delivery. 


Order now... plan a display to tie in with national advertis- 


ing for Contura this spring. 


Exclusive U.S.A. Representative 


Fisher, 


221 Market St., Philadeiphia 6, Pa. 
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Bruce & Co. 


1107 Broadway, New York 10, N.Y 
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FRANCONIA CHINA | 


One of Europe's Finest 


ADVERTISED 
“Lourel Oak” 


Will appear in: 
GUIDE FOR THE BRIDE 
Summer Issue 


LIVING FOR 
YOUNG HOMEMAKERS 
issue 


GOURMET 
Movember Issue 


Delicacy and grace in lovely Turquoise Blue predominating (timed for the 
coming trend) with fleurettes and acorns in soft Coral Pink . On pure 
white transiucent porcelain in a Gadroon shape edged in Platinum. 
S-pc. Place Setting with 10%" dinner plete: $7.45 Retail 

(Slightly higher South & West) 


© INOUTIRE about our tliustrated 16 page hooklet. “The Romance 
available for point-of-sale distribution 

49-41 West 24rd St. 
New York 10, N. Y, 


Of kine ( hina 
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WW ho wae the firat | nigli h china company to design fine din 
nerware in line with American atyle trends? Royal Doulton 
And who brings you the heaviest national advertising pre 
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powertul “pring: » hedule in HOUSE 4 CARDEN, HOUSE BEAT 


rivUL, THE NEW YORKER, BRIDE'S MAGAZINE, and SEVENTEEN 
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Silver Services Gleam in Mid-Air 


For Effective Window Display 


Gleaming silverplate, apparently floating in mid-air against 
a black velvet background, made an effective display for 
Josiins, Denver, Colo. 


The dramatic effect of gleaming silver against a black 
background was used in a recent window display by 
Joslins, Denver. Colo. 

This store used three silverplate tea services, each com- 
plete with tray, pot, sugar, creamer, kettle and waste 
bowl. Each set was contrasted against a backdrop of 
black velvet which gave no reflection. 

A single incandescent lamp was suspended directly 
over each of the services. These lamps were in card- 
board cylinders, six inches in diameter, focusing light 
directly on the silverplate. Invisible black cords were 
used to suspend the sets, which then appeared to float 
in mid-air. 

Another single, small spotlight was used to illuminate 
the sign that briefly described the silver services and 


gave the price. 


SHOWMANSHIP IN BUSINESS [from page !40) 


put a new store front in and saw his business jump 
Ask Harry Minden, a Hamilton, Ontario, 


jeweler whose sales went up 20 per cent the first year he 


overnight. 


redecorated his store. 
Awhile back | was asked to talk to the 


Library Association. The libraries wanted to know how 


American 


to use a little showmanship. Among other things, | told 
them that the libraries were quite unattractive in ap- 
pearance, | pointed out that only the other day, | visited 
my branch library and noticed that the funeral home next 
door to it was better looking than the library. Little 
green awnings and landscaping made it attractive. 

When I mentioned this before the Rochester, N. Y.. 
Chamber of Commerce, a man came to me afterwards. 
put his card in my hands, and said, “My boy, you will 
hear from us.” 


When I asked who “us” 


are a funeral director.” 


were. the answer was. “We 
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A month later the National Selected Morticians booked 
our talk for their national convention—topic: “Show- 
manship In Business.” 

Among other things, | recommended to the libraries 
that they add a touch of beauty and, putting my head 
right into the noose, I said, “While you are beautifying 
the libraries you might do something with some of the 
librarians.” 

The cash value of beauty has been demonstrated in so 
many ways that we are almost beginning to believe that 
there is a devastating amount of truth in that old, hack- 
neyed expression, “The first impression is the most 
important.” 

Personnel men realize this today—and they call for 
goodlooking girls to add eye appeal so often that a 
woman writer has aptly called them “casting directors.” 

Printed forms that reach the consumer are being given 
more attention—because the first impression they make 
is important. Your letterheads, your envelopes, you 
statements—all represent either a plus or a minus for 
eye appeal. hither they are good-looking—or they are 
not. If they aren't, you may be sure that you are losing 
a grand opportunity to gain good will. 

Look around you. There are all sorts of opportunities 
for you to capitalize on this idea. Beauty is profitable 
so use it in your business. 

But one word of warning—-in the quest for beauty it 
is important not to rely on design and beauty alone. As 
LeRoy Tate of Royal Jewelers, Inc.. in Knoxville, Tenn.. 
said a while back in an article in Display World, “Jewel- 
ers as a rule are too ‘high hat’ in their dealings with 
the man in the street, both in window display and sales 
policies, 

“They should consider certain psychological factors 
that affect the display of merchandise. There are certain 
human buying motives that should be the target of every 
selling effort. Some of these motives are: to keep up 
appearances, love of beauty, to emulate others, and self- 
improvement. It will be well to keep these inducements 
in mind and apply them in your next window.” 
make it attractive 


In other words but don’t forget 


to sell. 


HOW'S YOUR SHOWMANSHIP? 

kach month our autographed copy of SHOWMAN. 
SHIP IN BUSINESS is given for the best example of 
showmanship sent in by a reader of Jewe ers’ Circu- 
LAR-KEYSTONE. Tell us of something you've done—or 
even something you've seen that has helped add that 
extra touch of dramatic interest. 


FREE 


The Showmanship Yardstick 
Send a self-addressed envelope for your free copy of 
a 12-point check list of 


the elements that make a good show. 


The Showmanship Yardstick 
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WATCH BRACELETS 








MARCASITES ~ 
HAND-SET Pes ag 
IN STERLING AW 
——s 


ps 










Display, sell and profit ep 
with ladies’ new watch 
attachments that are ex- 
clusive and originals! 
These exquisite watch at- 
tachments created by 
Kimler & Daniel, well- 
known manufacturing 
jeweler specializing in 
marcasite jewelry, hove 
the appeal and luxurious 
styling of diamond brace- 
lets. An added selling fea- 
ture; they expand to fit 
the wristl 






Each K&D marcasite ex- 
pansion watch bracelet is 
packaged in a beavtiful 
gift-presentation box, suil- 
able for all gift occasions, 





WRITE TODAY for 
DESCRIPTIVE FOLDER and ORDER BLANK 
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MID-SEASON 
BUYERS’ MARKET 





“MIAMI BEACH” 


GIFT, JEWELRY, TOYS, 
SOUVENIRS and 
HOUSEWARES SHOW 


APRIL 29, 30, MAY 1, 2 
RONEY PLAZA HOTEL 





| For “PLUS” Business 


this is it! 





* 


Attend the 
“Trade Show’ 
that is 


building 
Florida’ s”’ 


great future 


” 


NATIONALLY KNOWN MANUFACTURERS AND 
IMPORTERS WILL PRESENT FOR YOUR "BUY- 
ING PLEASURE" A WEALTH OF SPECIAL ITEMS 
DESIGNED TO GIVE YOU THAT “PLUS 
BUSINESS" FOR THE SUMMER TRADE 


© Gift Shops, Jewelry, Handbag and Personal 
Accessories Shops, Greeting Card and Station- 
ery Shops, Hotel Sundry and Gift Shops, Fruit 
Packers and Shippers, Toy Shops, Home Ae- 
cessories and Housewares Departments and 
Shops, Roadside Shops, Motel and Resort Shops, 
Souvenir Shops... GREETING CARDS AND 
STATIONERY SHOPS. 


THIS IS YOUR MARKET! | 


Write for special low rates at the RONEY 
PLAZA HOTEL. MAKE YOUR HOTEL 
RESERVATIONS EARLY! 

. 

Directed by 


Helen Bret? Trade Shows, Inc. 
6 East Monroe S$t., Chicago 3, Ill. 











NEW BUSINESS FROM OLD [from page | 44) 


ways been a willingness to make minor adjustments 
without charge, to return ailing watchbands to the manu- 
facturer at his own expense and to undertake difhcult 
jobs on old pocket watches, for example, that other 
jewelers might hesitate to attempt. 

As he seeks to expand his business—not only through 
the new store with its doubled inventory, but through 
advertising and merchandising appeals to new groups 
of consumers, especially the younger members of the 
community——Kelly has added to his service. 

“| don’t mind taking care of little jobs on, say, 
expansion watch bracelets,” he points out. “In this 
business, these are the little things you've got to do to 
establish a steady clientele.” 

The jeweler occasionally has to decline to handle a 
watch on which he knows repairs would be pointless. 
Such a situation often results in the sale of a new watch. 
In just the same way, his clock repair customers are 
willing to listen if Kelly informs them that an investment 
in a new model would be wise. 


His customers have confidence in him 


Because he has been in business for over a quarter- 
century in an old and rather conservative suburban 
community, building his operation primarily on watch 
and clock repairs, Kelly feels that the consumers have 
confidence in him, confidence that spreads inevitably 
from his skill at repairs to his good judgment and 
reliability in, for example, selling diamonds and other 
precious stones. 

Before he opened his new store, Kelly geared his 
non-repair merchandising and promotion compaigns 
primarily toward the women of his community, many 
of whom he knew socially. For several years, he 
sponsored a contest among the women’s clubs for the 
outstanding woman of the community, awarding her a 
diamond watch. When he opened his new store, he 
dropped his sponsorship, since, he explains, “I want to 
develop new ideas and techniques now that I’m in my 
new shop.” 

Thinking through his problem carefully, Kelly realized 
that he could not depend indefinitely upon his reputation, 
built up among his own generation primarily, and that 
for a greater volume of business and greater profits 
he would have to broaden his base to include the younger 
people, from teen-agers through the young married 
group. 

“We've put in a number of items that appeal especially 
to high school boys and girls,” Kelly notes. “We also 
have increased our stock of unusual pieces—like a line 
of copper necklaces, bracelets and earrings that has been 
doing wonderfully.” 

He has marked his silver anniversary in business by 
sending a key-shaped remembrance to each member of 
the local high school graduating class; he has gained the 
cordiality of women’s organizations in a new way by 
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contributing more than 200 gifts in a year to card parties 
run for charity; above all, he has been able to main- 
tain the base of his business—watch and clock repairs 
while forging ahead in other areas of retail jewelry 
store operation. 

Kelly employs two watch repairmen, who work in the 
rear of his store. Above their benches are two cases of 
silverware, symbolizing the stock expansion of this 
jeweler’s business and the benefits that have accrued 


from the skill that started him on his wavy. 


NEW BUSINESS TOOL [from page 1/24) 


1 will not knowingly represent to the public that 
certain parts are required for a watch which are actually 
unnecessary in the repair to be performed. 

I agree that it is unethical to perform any unwork- 
manlike or unskilled watch repairs. 

I agree to conduct myself in my business and pri- 
vate life in such a manner as will reflect credit on myself, 
the Horological Institute of America, my fellow workers 
and the entire industry.” 

It is a proven fact that a good repair department brings 
watch sales as well as repair business to the jeweler. By 
means of the roster it is becoming nationally recognized 
that an H.I.A. certificate means the repair department is 
good. A certified watchmaker is a good mechanic and an 
ethical business man, a credit to his employer and to his 
community. 

When a person buys a watch, it fills two needs. It is an 
article of adornment which makes him important, thus 
meeting a basic human desire, It is the most acurate port- 
able instrument yet devised, which serves to help him 
organize his life efliciently. 

That instrument is important to him and he wants the 
best skill available when it needs repair. He knows that 
poor workmanship will be inadequate to its needs, result- 
ing in poor performance. 

An H.I.A. certificate tells him that his repairman has 
passed an impartial examination of his abilities, that a 
nationally recognized and respected organization has 
found him capable and has pledged him to high ethical 
standards. When he buys a new watch from a jeweler 
certified watchmaker team, the certificate tells him that 
the jeweler has the facilities for making sure it will give 
satisfaction in its performance. 

Publication of the H.1.A. Roster of Certified Watch. 
makers and Certified Master Watchmakers has brought an 
upsurge of interest in certification. The tests to become 
certified are thorough but not difficult for the qualified 
man. The unprepared mechanic will have trouble with the 
tests. 

There are two grades. The “Certified Watchmaker’ 
examinations require the repair of a specially damaged 
wrist watch, the turning of samples to demonstrate rudi 
mentary skill with the lathe and a written examination. 
The cost is $15. 

The “Certified Master Watchmaker” examination is 


more extensive and is the goal of all watchmakers. It re- 
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Judging by the immediate responéa 
here's something Mrs. America really 


wants! Pronged tongs are of heavy 
silverplate (can be used for salads and 


many other dishes); etched glass 

cheese-shaker has silverplate top. 

Definitely the set for gift promotion 

_ — gift boxed, attractively priced, 
wholesale cost 


$375 
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"we SHEFFIELD SILVER COMPANY 


MADE IN U.6.A. 
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‘Street, New York 13, N.Y. 
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1956 Edition of a Long-Time 
Best Seller .. . the Merzfold 
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The wallet that sells... and sells 
... and sells... now in hand- 
some Black Watch, Royal Stuart, 
and other plaids . .. plus smart 
new fashion stripes! Many deluxe 
features added! 
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Other models 
retail from $1.00 


Two bill pock- 
ets, plus eddi- 
tional hide- 
away pocket! 
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Look 





for Complete line on display at all Gift 
this Shows, and at our permanent 


trade 
mark! 


showrooms. Send for sample assort- 


ment and illustrated folders. 


104-6 N. 63rd Street, Philadelphia 39, Pa. 


225 Fifth Avenve, New York 10, N. Y. 
101 Tremont Street, Boston, Mass. 
2701 Ponce De Leon Bovleverd, Coral Gables, Fie. 
1506 Merchandise Mart, Chicogo 54, Ill, 
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One Man’s Suggestion to Request 
or Appraisal: Stay Away from It 

A New York State jeweler who has been asked to 
appraise diamonds more often than he likes to remember, 
has come up with an answer he recommends to other 
jewelers put on the spot. 

>. 5d. Finchley, 204 N. Main St.. E. Rochester. com- 
ments, “I don’t blame most contest people for not trying 
to answer the $64,000 question—and any jeweler who 
tries to answer this question is going to be thrown for 
a $64,000 loss. 

“Here is your only correct answer,” Finchley avers. 
“*] have been a jeweler for many years, but | still do 
not feel qualified to pass judgment as to the price that 
others should charge for their merchandise. Don't buy 
your diamond from anyone unless you have complete 
confidence in them!’ ” 

Finchley adds, “The only time a jeweler is justified in 
appraising diamonds, in my opinion, is when the gems 
are from an estate—and then, the merchant's cold cash 
buying offer is justified.” 


quires the repair of a pocket watch, specially damaged by 
the examiners, the making of a balance staff and winding 
stem according to drawings, cleaning of an automatic 
watch, and a written examination. The cost is $20. 

Examinations are performed at the applicant's place of 
business, in the presence of a monitor who swears by afh- 
davit that the applicant has performed the work and com- 
pleted the examination without assistance. 

Watches for both tests are furnished by the Institute. 
Payment of the examination fee entitles the applicant to a 


years membership in the Institute. 


Successful applicants are well publicized 


Upon successful completion of the test, the certificate is 
forwarded and the name is published in the national 
roster, A notice is sent to the local newspaper. Payment of 
annual dues assures the inclusion of the name in each 
annual publication of the roster. This is necessary to keep 
the roster accurate and up-to-date. 

The successful watchmaker receives a four-color decal 
to display. He may purchase at nominal cost from the 
Institute a cut for use on his stationery. Also available are 
lapel buttons showing his class (Certified or Certified 
Master) as well as newspaper mats for advertising his 
skill. 

Jewelers and watchmakers are rediscovering that work- 
ing together as a team is profitable to both. A good watch 
repair department brings watch sales as well as repair 
business to the store. An H.I.A. certificate means the re- 
pair department is good. 

For application forms to become certified and listed in 
the National Roster of Certified Watchmakers and Certi- 
fied Master Watchmakers, write to The Horological Insti- 
tute of America, Arthur F. Beck, Executive Secretary. 
2026 Laurel Court, Fall Church, Virginia. 
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DESIGNED AS A SALES MACHINE (from page 137) 


newspaper and television advertising. “We found TV spots 
very ettective,’ he says. 

lhe new building was completed within 105 days after 
letting the contract. Its design was a factor in fast con- 
struction as well as in operating efficiency, the Edelmans 
emphasize. 

“Our architect had three objectives in his design,” Mrs. 
Edelman points out. “The first was to put up a building 
that would be up to date in every respect and that, 20 
years from now, would not be just another of a string of 
outdated structures such as you can see on every older 
business street. His next objective was to keep costs down. 
Finally, we needed the job done quickiy. Heavy use of 
glass is the key factor in achieving all three aims.” 

In addition to increasing visibility, letting in daylight 
and doing other things consistent with the aim for a mod- 
ern building, glass also acted to lower costs. “Glass is 
cheaper to put up than brick or brick and glass and it’s a 
whale of a lot faster,” L. B. Edelman explains. 

Glass also admits north light which, Edelman stresses, 
improves sparkle and increases sales impact of Rider's 
diamond displays. “There is a trend toward fluorescent 
today, but we largely put in incandescent instead. It 
makes jewelry sparkle and metal shine much more than 
do fluorescents.” All of the store lights of Rider’s are left 
burning nightly until 11 p. m., to let the entire store area 
become a showcase. 


One thing the Edelmans didn’t want was backless win- 
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Pin tickets, Gummed labels, Senso labels 


Millions in Stock! 





Another use for your 


Monarch Marking Machine 


Now you can establish a Sale Price instantly 
for large or small lots of merchandise . . . if you 
keep on hand a supply of these flashing red on 
yellow SALE PRICE tickets, tags and labels. 
Millions in stock are now ready for immediate 
shipment. Ask the Monarch salesman for sam- 
ples, or write us direct. 


For best results use Monarch tickets, tags ond 
labels on Monarch price-marking machines. For 
example, the Junior model illustrated produces 
price tickets like those shown below. 
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dows. All-store visibility is had through wide front arcade 
glass. “We realize that there is a modern trend toward 
backless display windows, but we have results to back us 


up, that greater effectiveness is had by making each win- 
dow a self-contained unit. Attention can’t stray,” Mrs. 
Edelman points out. 

The store's arcade, opening onto both Third and Con- 
vention Streets, one of the busiest corners of downtown 
Baton Rouge, stretches 21 feet on both thoroughfares. All 
glass, it shows store activity and invites passers-by through 
the doors. 


Customers’ passage through store is planned 


Once inside, they meet a planned routing. Many trathe 
pattern studies have shown that more people naturally 
turn right upon entering a store than turn left. Rider's 
doors open 80 that they will direct a shopper s first view 
down the right-hand aisles to the credit department. Lay- 
out planning attempts to then bring him back toward the 
door on the left side of the store. Thus all departmental 
displays receive attention. 

As a customer enters and walks this horseshoe route, 
he encounters diamond and other stone ring displays, 
cultured pearls, costume jewelry, silverware, the credit 
department, luggage department, an aisle of tables dis- 
playing promotional merchandise which is changed from 


time to time, and finally, giftwares and china. 


PLEASE TURN TO PAGE 160 
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PROFITING FROM A HANDICAP (from page !38) 


the customer who is thinking of an expensive silver gift 
lor a friend or relative, than to find a rim of dust or tar- 
nish on the article,” Judd explains. 

“Most new customers are invariably surprised at the 





size of our hollowware display, and offer some comment 

about it,” Judd reports. “This, of course, is point numbet 

one in our merchandising operation. It gives us an excel- 

lent opportunity to call attention to the wide range of our 

hollowware inventory, to point out that we specialize in 

hollowware and to invite the customer to make use of our 

stainless Steel selection when she buys a gift for an anniversary, a birth- 

Gold Filled day or other special occasion.” 

In addition to this key display, the firm also makes ex- 

14 Kt. Gold tensive use of its windows to sell hollowware. One window, 

Gold & Steel Combination to the left of the entrance. is devoted to sterling and plated 

hollowware the year around. At five or six periods during 

Adjustable to size | the year, at least four windows are turned over to hollow- 
i id, casseel ware displays. | : | 

Judd’s key selling point, continually stressed in all 

phases of its hollowware merchandising, including the dis- 

plays, is the wide price range of its hollowware inventory. 

The firm emphasizes that no matter what the customer's 

income bracket, she is certain to find an attractive article 


3: - a - i = = - = = . | she can afford in its extensive stock. 


l'o make this wide price range possible, Judd duplicates 
romwell fulevnalh . 7 | | io 
| most of his sterling articles in plate. Through careful buy- 
eon © a hei eien mm am’, ee P cage See ee 


ing and close rapport with manufacturers, he is able to 
800 Pifth Aveny Ry ykivn 37. New Ye ‘ : 
offer his customers new hollowware items as soon as they 
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GET MORE BUSINESS WITH 


WA L L A C H ORIGINAL RING MOUNTINGS 


An Ever Growing Line of Rings with that Extra Style Appeal 


LOS ANGELES: CHICAGO: PHILADELPHIA: 
J. SOLOMON ALLEN B. PINERO IRV. VEDERMAN 
315 WEST Sth STREET 29 EAST MADISON STREET 732 SANSOM STREET 














OVER 500 CONVENTIONAL WHOLESALE ONLY 
AND UNUSU AL DESIGNS Write for Catalog or Contact Our Nearest Representative 


WALLACH 


JEWELRY MFG. 


315 WEST 5TH STREET 
LOS ANGELES 13, CALIFORNIA 
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One window of the M. Judd Jewelry Co., Albuquerque, N. M., 

is devoted to displays of sterling and plated hollowware 

throughout the yeor, as part of the store's emphasis on these 
items. 


are placed on the market for all jewelers’ attention. 

The Judd firm does not make use of the bridal pattern 
registration plan—a rarity among major jewelry stores in 
cities the size of Albuquerque. Instead, Judd’s depends en- 
tirely on its extensive stock of hollowware to attract pros- 
pective brides and gift purchasers. 

Perhaps the closest the firm comes to standard bridal 
promotion methods is its gift of a sterling spoon to each 
girl graduating from the local high schools. Judd mails a 
congratulatory card to each girl just before graduation, 
inviting her to visit the store and select a free spoon. 


The store has five veteran salespeople on the floor, all of 


Concerted Effort Increases Sales 
Of Watches in Upper Price Range 


A determined and aggressive effort to increase unit 
sales of higher-priced watches has worked well for F. D. 
Fogg & Co. Jewelers, Central Ave. at 2nd, Albuquerque, 
N. M. 

Don Fogg, son of founder F. D. Fogg, learned through 
a market survey that no jeweler in the trading area was 
concentrating on fine watches as he wanted to, Seeing 
the road clear, he worked out an advertising and store 
salesmanship campaign for watches costing over $138. 

Newspaper advertising space for expensive watches 
was doubled and the store's watch salesmen were im- 
pressed with the importance of emphasizing these models. 

Fogg emphasizes that his trading area “is not blessed 
with Texas oil millionaires.” Nevertheless, by the year's 
end, the store had sold five men’s watches in the $1,000 
price bracket. The average fine watch sale was around 

225. 

One purchaser of a $1,000 watch paid 60 per 
cent down and the remainder in installments. A wage- 
earner at a nearby government atomic project center 
bought a $600 watch the same way, 


whom have been thoroughly trained in the background of 
fine hollowware, the themes and designs of various manu- 
facturers and the history of various patterns. Judd believes 
such training is necessary if the salespeople are to do an 


intelligent and confident selling job. 
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21 West 46th Street 








Metals of Guaranteed Purity 


GOLD * SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


| | W, solicit your Sweeps — 


Filings—Scrap Gold and 
Platinum—Metals 


Your Ol Gold Shipments 
WILL RECEIVE 


Special Attention 
Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
Eat. 1895 


New York 36, N. Y. 
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DESIGNED AS A SALES MACHINE [from page 157) 


Stainless Steel Blade: 


by orthampton 


For New Goods or Repairs 








A disastrous fire that leveled Rider's, Baton Rouge, La., gave 

the owners, the Edelman family, an opportunity to start again 

with a new store incorporating all their ideas and wishes. L. B. 
Edelman looks over the blueprints that became a reality. 


A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 

Northampton for finely finished forged stain- , ; 

less steel blades. Unequalled for qualit P A mezzanine along two sides prov ides otlices and ic. 
beauty and craftemanship since 1871, North- counting facilities to free floor areas for selling. As a 
ampton offers a wide variety of specialty items | ie 
in addition io a complete line of tableware. result, 20 percent more floor space is available. This is 
Prices and illustrations gladly furnished. stafled with the same number of employees that Rider’s 











had in its old store. 


NORTHAMPTON CUTLERY COMPANY «¢ 


NORTHAMPTON @. MASS ~ ESTABLISHED 1871 


Limited self-selection helps, L. B. Edelman states. “In 
our displays of gift-type merchandise we've employed no 


glass between the customer and the merchandise. We still 





have salespeople, but the customer is encouraged to do his 


JEWELRY—CHINA—OBJECTS D' ART own selecting.” 


What have been results of this store design? “It’s im 
A professional auction service 


: : possible to tell with real exactness at this point,” L. B. 
by a professional jewelry auctioneer 


Kdelman savs. “After all. how can vou sav what factor 


A service that hes been put to use for firms and situations brought about any given sale? But we're convinced that 
as voried os: The Steiner Liquidation, Sutton, Neb., popula- the set-up we now have is one in whi h the whole store 
tion 1600; Two sales for Feagens & Company, Los Angeles, 
that grossed $1,385,000.00; The Six leading Jewelers of St. . ' ; 
Louis, Mo., all in one big Group Sele, along with hundreds already helped some and is going to help more in bring 
of others that made auction history. | ing about increased volume.” 


works as a unit—-a5 a machine for selling. We think it’s 


SINCE WORLD WAR TWO WE HAVE TO OUR CREDIT This member of the Edelman family has some pertinent 
SUCH COMPLETE LIQUIDATIONS AS GEIGER & 
AMENT, OF LOUISVILLE, ONE OF AMERICA’S FINEST | 
STORES; IN FACT WE HAVE WITH OUR NEW PLAN disastrous fire 16 months ago. 
OF OPERATION CLOSED OUT MORE STORES COM. 
PLETELY OF STOCKS & FIXTURES THAN MOST AUC- 
TION FIRMS LIQUIDATE IN A LIFE TIME. plify our problems, minimize our losses and get us back in 


advice to other jewelers, gained from his experience in the 
“Several factors in our store coverage worked to sim- 


Consult us in confidence. We will come and see you at our the quickest possible time. One of these was business in- 


expense when matters cannot be settled by mail in order to terruption insurance, That claim alone was almost as big 


f th ; ible. ; ' 9 Ss 
essure you of the best service possible as the combined claims we put in for loss of the building 


We can tell os close as humanly possible and loss of contents—-and it would have been still large 
whet @ stock will bring either in belt if we hadn't been able to get back into selling in a pretty 
or af public auction once on the job. . , 
quick time. 

References ore available all Small soles of which we “A nother important thing was the fact that we carried 
over America, Whatever auc- have made hundreds are | 
tion talent is required to moke handled in the same con- 
a successful sole for you will scientious manner as are ruption with one company. Our negotiations were thus 
be furnished. the larger ones. 


all three coverages——building, contents and business inter- 


greatly simplified and due to the size of the combined 
TT claims, we had extra-efficient attention to our needs. More- 
THOMAS J. FAUSSE ver, si ne firm carried all our policies, it naturally 
ov . Bince Oo v ‘ 0 mic 9 
HOWELL, MICHIGAN “pm ay a: ey capa 
AMERICA’S FOREMOST JEWELRY AUCTIONEER opt im mind the IEE © eeping we please } wap was 
looking forward to writing future sizeable policies. 
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CUFF LINK ACTIONS 
AND BACKS 


No “‘After-Plating” Stains! 


OUTSTANDING FEATURES 


* DURABLY CONSTRUCTED, CONVENIENT ACTIONS 
* EXCLUSIVE, SMART DESIGNS 


* BEST ASSURANCE AGAINST PLATING 
LEAKS AND BRAKING 


Practically every type of cuff links you buy can 
he made with the cuff link actions embodied 





in NIASH CUFFPMASTER and BIG BACK NIASH 

{CTIONS. Ask your manufacturers, RIG 
NIASH BACK 

CUFFMASTER 
Pat. Design 155,535. Pat. Construction 2,472,958 (infringers will be prosecuted) 
NIASH REFINING CO., INC. 
CUFF LINK ACTIONS e PRECIOUS METAL ALLOYS AND SOLDERS 
245 SEVENTH AVENUE, NEW YORK CITY 

IN CALIFORNIA: Milton Orkin IN FLORIDA: Niosh Refining Company IN RHODE ISLAND: Alen Brown 

5043 Moatilija Ave., Sherman Oaks $08 Seybold Bidg.. Miami 118 Maple St... Norwood 

Tel.: Stete 9-5760 Tel.: Franklin 40988 Tel.: Stewart |.4900 








NEW 814” long. Retail, tax inc, *99°° 


S | 7 r ! 3 compartments hing size and regular 
] 








A personalized lifetime remembrance 


STERLING CIGARETTE BOX 


Never-to-be forgotten gift for the green. the president of 
your club. the retiring executive, the tournament winner 
. and lor a thousand other appre batieetis and (pC CASbONS, 


IN 5 SIZES 


ei-Aa” long, 3'4" wide, 12" high $29.50 
426%" long, 34" wide, 1%" high $42.00 All prices 
43-4" tong, 34" wide, 2%" bh gh $38.50 retail and 
(46% long, 34%" wide, 244" high $62.50 include tax 
#5-8'2"' long, 3%" wide, 12" high $59.00 















Newspaper mat of this advertisement is available. Your 
newspaper will add store signature and facsimile engrav- 
Ing pn ae to copy above. Use it to bring prohtable gift 
business to your store. We can provide engraving service. 


Write for catalog of complete Smith & Smith line. 


smith & smith 









NORTH ATTLEBORO, 
MASSACHUSETTS 
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DO YOU KNOW THIS MAN?? 


*10,000.00 
REWARD 





This can mean $10,000.00 or more if you run a 
MARTY MILES SALE! 


YES, MR. JEWELER 


there is a big difference. All of our sales are con- 
ducted by supervisors who are promoters as well as 
capable, honest, experienced jewelry men, with an 

extensive jewelry background. 
All sales planned by me personally. All inquiries 

confidential. 

Sincerely, 

Marty Miles 
Look for me at the 
NEW YORK, CHICAGO, ATLANTA 
and DALLAS JEWELRY SHOWS 


Member of SOUTHERN JEWELRY TRAVELERS ASSOCIATION 
T.O.LA. ASSOCIATION 
TEXAS RETAIL JEWELERS ASSOCIATION 


MARTY MILES SALES, INC. 


930 SEYBOLD BLDG. MIAMI, PLORIDA 
Phone 9-3634 
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AEC LIFTS BAN. The Atomic Energy Commission has lifted its ban on the use of its 
nuclear "accelerators" which can change yellow diamonds to the rarer blue or 
blue-green colors. The ban was imposed in 1953 to prevent unscrupulous merchants 
using AEC facilities to defraud buyers. However, a recent Federal Trade Com- 
mission ruling requires "irradiated" gems to be clearly advertised and sold 
as such. 


BRAND NAMES CITES BARR'S. Associated Barr Stores, Inc., Philadelphia, Pa., was top 
award winner in the jewelry store category in the 1955 contest sponsored by the 
Brand Names Foundation. Vice-President Richard Nixon will be the principal 
speaker at the Brand Names dinner to be held in New York on April 18. 


GRUEN STOCKHOLDERS APPROVE. At a special meeting, shareholders of the Gruen Watch 
Co. approved acquisition of a 60 per cent majority interest in the Waterman Pen 
Co. Ltd., of Canada, and also to change the company's name to Gruen Industries, 
Inc. 


SWISS INDUSTRIES FAIR. About 160 watch manufacturers will show their latest models 
at the Swiss Industries Fair at Basle, Switzerland, April 14-24. According to 
advance reports, technical and style innovations include special timing devices 
for men's watches and the smallest calibre self-winding watch for women ever 
manufactured in normal production quantities. 


COSTUME JEWELRY MAKERS INVESTIGATED. In a campaign to put an end to the illegal 
jewelry homeworker, the U. S. Department of Labor has investigated the opera- 
tions of some 290 costume jewelry manufacturers in the New York-New Jersey and 
New England areas. Some 200 of these were found to be in violation of the Fed- 
eral Minimum Wage Act or the homework restrictions. Workers are to receive more 
than $60,000 in back wages. 


DIAMONDS FOUND IN USSR. Russia has announced the discovery of “major diamond de- 
posits" in Siberia which they claim to be the equal of those in South Africa. 
Previously, minor deposits of diamonds had been found only in the Ural moun- 
tains. Despite Russian claims that the gems will be used as a source of foreign 
currency, U. S. officials are of the opinion that few Russian-mined gems will 
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YOU HAVE YOUR CHOICE 


MARSHALLOY « 2watcu-crarr 
UNBREAKABLE MAINSPRINGS 


Non-Magnetic ... Fatigue-Proof 








LARGEST STOCK OF SIZES IN THE U.S.A. TO 
FIT OVER 3500 POPULAR MAKES AND MOD.- 
ELS, REGULAR, AUTOMATIC, AND CHRON- 
OGRAPH. Bulova, Gruen, Longines, Benrus, Etc. 











MARSHALLOY 


(,uaranteed the finest you can buy. White alloy 
springs of unlimited durability and highest motive 
power. The finest unbreakable mainspring at the 


customary price of mainsprings. $675 per des. 


WATCH-CRAFT 


Quality controlled mainsprings made for superior 
service. Uneconditionally guaranteed unbreakable, 
rust-proof and smoothly polished. The best next to 


Marshalloy. Lowest price anywhere. $4 so per des. 


No. J27070 Marshalloy Starter System Kit, 2 dozen 


most used sizes with set of index cards... $11.75 
No. J27080 Watch-Croeft Starter System Kit, 3 dozen 
most used sizes with set of index cards... $14.65 
No. J27074 Marshalloy 2 Drawer Steel Cabinet Add- 
A-Unit System. 1 each of 72 most used reguler sizes. 
Bp A ey ere re 


$45.95 NEWSPAPER MATS 


Ne. J27082 Watch-Craft 2 Drawer Stee! Cabinet Add- 
A-Unit System. 1 each of 72 most used reguier sizes. 
Re EE Cn cence cees cussed e coda op 














. $40.70 


C. & E. MARSHALL CO. 





BOX 7737 


CHICAGO 80, ILL. 


Branches and Distributors in Principal Cities throughout the U.S.A. 
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find their way to world markets in the near future. Most will be used for indus- 
trial purposes, the experts claim. 


TO HOLD CONVENTION. The 35th annual meeting of the Horological Institute of 
America will be held May 20-21 at the Willard Hotel, Washington, D. C. Arthur 
FPF. Beck, assistant department head of research, General Motors Corp., will head 
the roster of guest speakers. 


ENICAR ACQUIRES CYMA WATCH CO. Ernest Grunwald, president of the Enicar Watch Corp., 
has announced the purchase by his firm of the Cyma Watch Co., Inc., distributor 
of Cyma watches and clocks, effective March 14. The Enicar office is being 
moved to the Cyma location at 681 Fifth Ave., New York. 


TILLEY DIES. Ray Tilley, who, until his retirement, was sales manager of 1847 
Rogers Bros., died on March 13. He was previously assistant sales manager of 
the sterling flatware division of the International Silver Co. Burial was at 
Durham, Conn. 


EQUAL PAY FOR WOMEN? The U. S. Department of Labor is backing a congressional bill 
that would make it mandatory for business to pay women the same wages as men for 


the same type of work, except when differences are based on seniority or merit 
increase systems. Sixteen states have such a bill, but the Labor Dept. says 
that a federal law is necessary to promote uniformity. 


UNORDERED MERCHANDISE IN MAILS. Congress is investigating the extent to which 
unordered merchandise is being sent through the mails and whether legislation 
is needed to control the practice. A House Post Office subcommittee has been 
holding hearings on complaints from consumers that unordered merchandise is 
followed by threatening collection letters. 


CANADIAN JEWELLERS ELECT. Bertrand Gerstein, Peoples Credit Jewellers, Toronto, 
Ontario, Canada, has been elected president of the Canadian Jewellers Asso- 
ciation. 


NEW "TANG" DEVELOPED. A new semi-automatic diamond cutting machine, known as a 
"tang," has been developed by Diamond Research Laboratories, Johannesburg, 
South Africa. Designed for cutting industrial diamonds, it could be adapted for 
gem stones. Announcement of the new machine was made by Dr. J. F. H. Custers, 
co-director of the Diamrond Research Laboratories, on March 20, at an industrial 
diamond symposium in Chicago. He said the machine could produce 6,000 diamond- 
tipped instruments from a supply of 1,000 carats, whereas it was previously 
possible to make only 1,000 tools from the same supply. 
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No. 3181 Lowis XV. 75" dian 
Metaigold. White with 
Gold Pk | Whise 

+: ie 





 .) See og Bo | od E— 


Mere are the clocks your customers 

will see in national magazine features this 
Spring. Editors have already previewed 
them—and called for them. For in these 
six dramatic new originals, Syroco has 
again captured the deep-carved elegance so 
in demand today. Versatile designs— 
perfect foils for contemporary decor 

perfect complements for traditional. Certain 
to sell designs, for all combine the 
richness... the up-to-the-minute flaw 


and the popular prices which have 









No. 3183.—Fioral. 16° square 
Hangs horizontally or 
vertically. Metalgoid 
White with Gold 

, 4s Ped 1. Whise 

decorative clock line! Guaranteed, 8-day ‘A . $17.50 







made Syroco America’s fastest-selling 








; TWO SIZES! HANG 
jeweled movements. Full markup, of course! | ss owl yef eo a ” 
7 vt hg pred id. A 
4, ia” . Metaigoid, Antique 
WRITE FOR NEW 1956 CATALOG. v Metelcopper, White, Black. 
Pid. 1. Wholesale $30.00. 
No. 3187-—same finishes— 
27” high-——wholesaie $17.50. 


Minimum initial order new accounts, $75.00. 


. \ . 
Pen |) eae 
SEE SVROCO AT THE SHOWS i/ av 


GET YOUR COPY OF 
THIS 48-PAGE CATALOG 


, yrs * 
showing complete tine aN , : Uy 
: of profitable, tast-setling 4 vi 
yrOce Decorative Wall ‘ ; a ie j A) 
Clocks, Barometers, Occe oA ‘ ‘\ —— 
sional Clocks and other a a rien 2 Ty 
cessories plus display end ~ . ; | ss ~ 
merchandising ads ya rs. 
~~ Dit 
3 f ’ >| ia y 
_—_ 
Syracuse Ornamental Ca, Inc., 578 &. Clinton St., Syracuse 2, N.Y. 
Showrooms: New York-—225 Fifth Ave Chicago-—1526 Mdse, 
Mart High Point—108 E. Commerce St. Seattie—2028 Second Ave. 
Ne. 3180 — Traditional. 3 . 
Metals | Pha holesatle 
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Department of Labor Investigates Costume Jewelry Makers; 
200 Violate Minimum Wage Laws or Homework Restrictions 


A campaign to stamp out the il- 
legal jewelry home worker is starting 
to bear fruit, according to a report 
by the U. S. Department of Labor 
to the Manufacturing Jewelers and 
Silversmiths of America. The report 
covers a 10-month period from March 
through December, 1955. 

During those 10 months, 123 cos- 
tume jewelry establishments were in- 
vestigated in the New York-New 
Jersey area, and 167 in. New En- 
gland. 


Workers to Receive $14,724 


In the New York-New Jersey area, 
48 establishments were found in vio- 
lation of the monetary provisions of 
the Federal Minimum Wage Act, and 
25 in violation of the homework re- 
strictions. Restitution in the amount 
of $14,724 was found due the workers 
as a result of failures to pay the 
legal minimum or legal overtime 
rates. 

Twenty-one investigation reports 
in that area were referred to the 
regional attorney for consideration 
of legal action. Civil action was 
taken against five companies, and 
one case was referred to the Wash- 
ington office recommending that crim- 
inal action be initiated. 


Violations in New England 


In New England, 70 establishments 
were found in violation on wages, 
and 59 in violation of homework re- 
strictions. Restitution of $49,441 was 
found due in back wages. 

Forty-four investigation reports 
were referred to the Department of 
Commerce legal department for con- 
sideration of legal action. Civil ac- 
tion was taken against 13 companies 
and criminal action was taken against 
five establishments—four in Rhode 
Island and one in Massachusetts. 

These figures were contained in a 
report to the Manufacturing Jewelers 
and Silversmiths of America, Inc., 
by Frank J. Muench, regional direc 
tor of the enforcement agency for 
New York-New Jersey, and Leo A. 
Gleason, regional director for the 
New England area. 

The association is giving its full 
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support in the fight against illegal 
homework. The campaign is being 
carried on in cooperation with the 
New York and New England offices 
of the Wage and Hour and Public 
Contract divisions of the U. 8. De- 
partment of Labor in New York, 
New Jersey, Connecticut, Rhode Is- 
land and Massachusetts. 

Speaking of the association's co- 
operation, Muench said in his letter 
to George R. Frankovich, executive 
secretary of the association: “We be- 
lieve that our joint efforts together 
with your cooperation in reporting 
to us any questionable situation 
which comes to the attention of your 
members will enable us to reduce il- 
legal practices to a minimum.” 

Gleason’s comment was: “With the 
continued cooperation of yourself, 
the State Department of Labor and 
our divisions, it can be possible to 
eliminate or greatly curtail these il- 
legal and unfair competition prac- 
tices which will be of benefit to your 
association members and to the in- 
dustry in general.” 

Effectiveness of the campaign 
couldn’t come at a more opportune 

(Turn to page 181) 


U.S. and Italian Presidents 
Exchange Gifts in Capital 


President Giovanni Gronchi, of 
Italy, conferred with President Eisen- 
hower in Washington on February 28, 
and after more than an hour of offi- 
cial conversations, he presented the 
President with a bronze reproduction 
of the Discobolus statue. The Discus 
Thrower, the original of which was 
the work of the Greek sculptor Myron 
about 500 B. C., 

In return, the President gave Pres 
ident Gronchi a large crystal bowl 
made for the occasion by the Steuben 
Glass Works, of Corning, N. Y. The 
foot high bowl bears the seal of the 
United States. 

Prior to the exchange of gifts, 
which took place in the White House 
Kose Garden, the two heads of state 
conferred on western defense. 


Gruen Watch Co. Acquires 
Control of Waterman Pen 
After Transfer of Stock 


The Gruen Watch Co. has acquired 
majority control of the L. E. Water- 
man Pen Co., Ltd., Montreal, Canada. 
The Canadian company is the parent 
organization of the Waterman Pen 
Co., Inc., Seymour, Conn., and the 
Waterman Pen Co., Ltd., London, 
Engiand. The firm manufactures 
fountain pens and pencils. 

The purchase was made through 
a stock transfer arrangement in 
which Gruen acquired majority stock 
control in Waterman of Canada, ac- 
eording to a statement by Burton M. 
Joseph, chairman of the board ef 
Gruen, and J. E. Savard, president 
of Waterman of Canada. Approval 
of the stockholders of both concerns 
was expected in March. 

According to the announcement, 
Waterman will operate as an autono- 
mous division of Gruen with no 
changes in management. Robert D. 
Howse will continue as president and 
chief executive officer of Waterman 
Pen Company, Inc., as well as execu 
tive vice-president of the Canadian 
corporation. 

Founded in 1884 by Lewis Edson 
Waterman, inventor of the first prac 
tical fountain pen, the company has 
recently introduced the Waterman 
C/F (eartridge-filled) fountain pen 
which is filled by means of an un 
breakable plastic cartridge of ink 

Waterman operates manufacturing 
plants in the United States, Canada, 
and England, and through licensing 
arrangements, in France, Spain, and 
India. 


Change in Name Planned 


In order to accelerate its program 
for expansion through acquisition and 


diversification in manufacture, the 
R4-year-old Gruen Watch Co, will 
ask shareholders to approve change 
of the company’s name to Gruen In 
dustries. Inc., and authorize issuance 
of an additional 650,000 shares of 
common stock, according to an an 

nouncement on March # 
Announcement of the 
was made by Edward H., 
(Turn to page 189) 
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Iilinois Jewelers Association Holds Annual Convention 


DIRECTORS AT ANNUAL MEETING: Board of directors of the Illinois RJA 

assemble for group picture at annual meeting. In front row (i-r) are Russell 

Vernor, Don Kuester, John Charter, Ralph Brown, second vice-president, and 

Earl Jones, first vice-president. Standing (|-r) are Charles Jacobs, Tom Keers, 

Raymond Abel, Charles H. Barker, secretary-treasurer, Walter Flora, Harry 

Voegele and Kdward Ott. W. W. Overstreet, newly elected president, was absent 
when wvicture was taken. 


The Illinois Retail Jewelers As- 
sociation held its annual convention 
at the Leland Hotel, Springfield, on 
February 26 

W. W. Overstreet of Ben Overstreet 
& Son, Paxton, was elected president. 
Other officers elected were Earl Jones, 
Pekin, firet vice-president; Ralph 
Brown, Casey, second vice-president; 
and ©. H, Barker, Springfield, secre- 
tary-treasurer. 

Opening session of the convention 
was the annual business meeting at 
which matters of general interest 
were discussed. 

After luncheon, Ben W. Heald, ex- 
ecutive secretary of the Wisconsin 
Retail Jewelers Association spoke on 
price-cutting and discount house op- 
erations, Heald, who personally shops 
these outlets for misrepresented mer- 
chandise, passed several! 
“evidence” around the audience, He 
explained that his association is con- 
ducting a consumer education pro 
gram in Wisconsin via newspapers 
and radio. John Charter, outgoing 
president, was in charge of the meet 
ing. 

Nelson Ewing, director of design 
at the Elgin National Watch Co., 
spoke on watches that will be pro- 
duced in the future. He illustrated 
his talk with colored slides and 
pointed out some of the problems in 
watch design changes including slow 
public acceptance, the difficulty of 
creating obsolescence in watches be- 
cause of their technical excellence, 
and the small size of the product. 

Of particular interest was his men- 
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tion of future direct reading, elec- 
tronic and solar watches. Floor 
questioners were anxious to know 
when these drawing-board products 
might reach the market. Andy Rowe, 
Elgin vice-president, said that direct 
reading watches were already being 
test-marketed in certain areas and 
that research and development on the 
others was going on constantly. 

I. W. Andersen, secretary-treasurer 
of the Jewelers Mutual Insurance Co., 
Neenah, Wis., talked on developments 
in block policy insurance for jewelers 
and briefly traced the history of the 
company. 

The last feature of the program 
was an open panel discussion with 
Lou Hoffman of Rockford, as modera- 
tor. Panel members were Ann Char- 
ter, Charters Jewelry, Lincoln; Rollie 
Leroux, Schnell Bros., Elgin: Bill 
Flora, Flora & Sons, Decatur: and 
Herbert Philbrook, Hoffman & Son, 
Rockford. 

The convention banquet featured 
a roast beef dinner and entertainment 
supplied by Jimmie Thompson, gifted 
entertainer who combines amusing 
patter and magicians’ tricks. 


a 


Parts Catalogue Reprinted 


The Watchmakers of Switzerland 
has reprinted a limited edition of 
Parts 1 and 2 of the Official Catalogue 
of Watch Repair Parts. 

Originally published as two sepa- 
rately bound books, the reprinting, to 
be available soon, is a combined edi- 
tion of 285 pages in one book. 


Pacific Northwest Jewelers 
Hold Three-Day Convention 


Jewelers from Oregon, Washington, 
Idaho, Montana and Alaska met for 
the annual convention of the Pacific 
Northwest Retail Jewelers associa- 
tion held at the Multnomah Hotel, 
Portland, Ore., March 4-6. 

Delegates adopted resolutions to 
enforce fair trade laws, to remove 
the federal excise tax on jewelry, to 
take steps to reduce the amount of 
duty free merchandise that may be 
brought into the U. 8S. and to con- 
tine efforts to merge or consolidate 
the ANRJA and the NJA. 

One of the featured speakers at the 
meeting was Oscar Kind, Jr., presi- 
dent of the ANRJA. His topic was: 
“ANRJA on the March.” James 5S. 
O’Connell, vice-president of the Towle 
Manufacturing Co., Newburyport, 
Mass., spoke on “The Growing Com 
petition from Discount Houses and 
What to Do About It.” 

Other speakers included Paul A. 
Bard, Minnesota Mining and Manu 
facturing Co., St. Paul, Minn., “Cre- 
ativity and Sales”; Thomas A. Roth 
well, committee on mobilization for 
fair play in fair trade, “A More Ef 
fective Fair Trade Program for Re 
tail Jewelers”: Maury Ash, vice 
president for marketing, Gruen 
Watch Co., “The Hole in the Jeweler’s 
Cash Register”; J. Harry White, man 
ager of Dun and Bradstreet, “Sign- 
post of the Times”; and Bernard 
Heims, Dougan and Heims, archi 
tects, “Store Modernization.” 

Entertainment at the convention 
was provided by the Evergreen 
Ducks, jewelry salesmen’s organiza 
tion headed by Jack Epstein. 

The program was arranged by E. 
N. Weinbaum, manager of the Retail 
Trade Bureau. 

Axel Andersen is president of the 
Oregon Retail Jewelers Association. 


eee ee wee 


Birthday and Anniversary 
Celebrated by Hagn Co. 


A dual celebration of the 80th 
birthday of Joseph Hagn, Sr., and the 
45th anniversary of the Joseph Hagn 
Co., jewelry wholesalers, of which he 
is president, was celebrated on March 
19 at the Tower Club, Chicago. 

Hagn came to the United States 
from Germany as a boy and one of 
his earliest jobs was that of order 
filler for Wolf & Co., general mer 
chandisers, 325 West Madison St., 
Chicago. 

Today he owns the building in 
which the Wolf firm has its offices 
and it now also houses all the activi- 
ties of the Hagn business. 

Hagn’s son, Willard, is active in 
the management of the firm, and his 
grandsons, Richard and Robert, are 
working their way up in the organi- 
zation, thus assuring the company of 
capable management in the future. 
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Labor Dept. Supports Bilt 
Requiring Business to Pay 
Same Wages to Women Workers 


The U. S. Labor Department is 
pushing for congressional approval 
this year of a bill requiring business 
to pay equal wages to women workers. 
provisions of the bill could 
cause trouble for retailers if improp- 
erly administered. 

The measure, sponsored by about a 


Some 


dozen congressmen, says that equa! 
pay is required for equal work done 
by women, and prohibits discrimina 
tion because of sex in the payment of 
wages. The bill, termed the “Federa! 
Equal Pay Act” is conceded by its 
opponents to have political “sex” ap 
peal in an election year. 

Eaual pay for women under the bil! 
would be implemented in much the 
same way that the national minimum 
wage act is enforced, except that it 
would apply to retailers. 

Sixteen states now have equal pay 
bills, but the U. S. Labor Department 
says that a federal law is necessary 
to vrromote uniformity 

Wage differentials based on sex. the 
bills say. depresses wages and living 
standards. maximum 
utilization of labor resources, tends to 


nrevents the 


burdens com 
unfair 


cause labor disputes, 
merce, an 
method of competition 


constitutes an 


The bill says no employer can dis 
criminate on the basis of sex by pay 
ing wages to any emplovee at a rate 
less than the rate at which he pays 
wages to employes of the onposite sex 
for work of comparable character on 
iobs which require com~varable skills. 
when the differentials are 
based on the seniority or merit in 
crease system 


except 


which does not dis 
criminate because of sex 

The Labor Department would be 
riven authority to prescribe any regu 
lations needed to administer the law 
reluding standards for determining 
when work is of comparable charac 
ter. The Denartment would also be 
empowered to investigate wages un 
der the act. and could enter and in 

et any business records 

It is this last feature of the bill 
that bothers experts 
Overzealous or uninformed adminis- 
tration of the act could materially 
disturb existing retail 
tures, they say 

Other features of the 
would require the Department to en 
force equal wages, sue for back wage: 
when it finds a violation, provide that 
an employer found guilty of violating 
the act could be liable for damages a 


many retat! 


wage struc- 


MmeasuUuie 


well as back pay, establish a max! 
mum penalty of $10,000 and 

months’ imprisonment for willful vio 
lations, and prohibit an 
from discharging an employe because 


empioyel 
of a claim under the equa! pay law 
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Boy Receives $100,000 Prize at Lambert Brothers Store 


we 





HOLDS HIS PRIZE: George L. Wright, $100,000 prize-winner on TV show 


“The Big Surprise,” 


holds the money 


and smiles for photographers. He is 


flanked (i-r) by Harold A. Rosenquist, Speidel advertising manager; Henry L. 
Lambert and Victor A. Lambert, co-owners of the store, and Charles Spitzer, 


also of 


George L. Wright, 3rd, 14-year-old 
boy who won $100,000 on the Speidel 

ponsored NBC-TV show, “The Big 
Surprise,” made a personal appear 
ance at Lambert Bros. Jewelers, 767 
Lexington Ave., New York, to receive 
nis prize. 

On hand to witness the presenta 
tion were executives of the store, the 
Speidel Corp., the press and members 
of the public 


The idea of making the presenta 


Benevolent Association Holds 
Installation of New Officers 


The New York Jewelers Benevolent 
Association held its annual installa 
tion and dance at the Carnival Room 
of the Hotel Capitol, New York, on 
February 18, 

Installed as officers for the coming 
year were Norman Blum, president; 





NORMAN BLUM 


Gerald Rosenthal, vice-president; 


Howard Dolgin, treasurer; Jack Dol- 


Speidel. 


tion in the Lambert store came from 
Wright himself, who is reported to 
have said that he found it hard to 
visualize $100,000 but supposed it was 
“an awful lot.” 

Wright was congratulated on win 
ning the prize by Charles Spitzer and 
Harold Rosenquist of Speidel, Victor 
A. Lambert and Henry L. Lambert, of 
Lambert Bros. and by Sherwin Ernen 
wine, director of the Madison Square 
Boy's Club 


gin. financial secretary; Sam Horo 
witz, recording secretary; and Louis 
(‘ohn, sergeant-at-armes 

Louis Cohn, Dave Barash, Moe 
Wolf, Joe Goldman, Harry Fine and 
Harry Cohen were installed as trus 
tees The following committee chair 

Adolph Pusrin, 
Dolnick, member 
Kirshenbaum, by- 


men were named 
welfare: Murray 
ship; and Jack 
laws 
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The second annual Associated Vat 
iety and Novelty Manufacturers Show 
will be held in the Morrison Hotel, 
Chicago, from July 29 to August 2 

According to Joseph Lavan, chai 
man of the show, and president of the 
Superb Case Manufacturing Co., the 
show is timed to coincide with the 
National Jewelry Fair at the Hilton 
Hotel and the Gift Shows at the Mor 
rison and Palmer House Hotels. 

Headquarters of the Associated 
Variety and Novelty Manufacturers 
is at 26 Custom House St., Providence, 


R. I 
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Diamonds Found in Siberia 
To be Sold in World Market 


Russia says it will sell diamonds 
from a newly-found “major deposit” 
in Siberia in the world market. Lon- 
don diamond traders, however, are 
cautiously hoping that it will be years 
before Russian diamond production 
becomes high enough to shake the 
present level of world prices. 

Soviet government officials say a 
valuable diamond deposit “compar- 
able to the famous South African 
deposits...” has been uncovered in 
the Yakutia area of Siberia. Previ- 
ously, the presence of diamonds in 
the Soviet Union was almost com- 
pletely unknown except for small de- 
posits in the Ural Mountains. 

The Russians say they will use the 
diamond discovery as a “rich source 
for increasing our foreign currency 
fund,” as well as furnishing supplies 
for industrial uses. U. 8. government 
officials believe that Russia’s need for 
industrial diamonds, in its industrial 
build-up program, may well mean 
that few of the diamonds will appear 
as gems on the world market for 
many years. 


300 Manufacturers to Exhibit 
At Fall United Jewelry Show 


Lines of approximately 300 manu- 
facturers of jewelry in all categories 
will be represented at the United 
Jeweiry Show of fall lines to be held 
at the Sheraton-Biltmore Hotel, Provi- 
dence, R. L., May 13 to 24. 

Interest on the part of the whole- 
sale buyer of jewelry is reported to 
be extremely keen as judged by the 
heavy advance registration. 

Heavy attendance is assured and 
participation will be international in 
flavor with many foreign buyers indi- 
cating their intentions to come into 
the market in May. 

The executive committee continues 
to impress upon all buyers that the 
United Jewelry Show is held exclu- 
sively for wholesale buyers. 

There are indications that lines of- 
fered for the Fall season will reflect 
a new high in design, ingenuity and 
value. Problems of increasing coat 
in the industry are being met reso- 
lutely and realistically. Consideration 
for the buyer’s dollar will be strong 
and the entire industry views the 
coming season with high expectation 
and moderate optimism, the executive 
committee said. 


Diamond Council Elects New Officers for 1956 


At a meeting of the Diamond 
Council of America, held recently at 
the Waldorf Astoria Hotel, New 
York, Melvin Rudolph, Rudolph Bros., 
Syracuse, N. Y., was elected presi- 
dent of the council, 

At the same time, B. C. Helzberg, 
president of Helzberg’s, a leading 
mid-west chain with headquarters in 
Kansas City, Mo., was reelected 
chairman of the board of directors. 
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Myer B. Barr, president of Barr’s 
Jewelers, Philadelphia, Pa., was 
named to head the council’s executive 
committee and to continue as chair- 
man of the educational committee. 

Elected as vice-presidents were M. 
S. Abelson, Harry Horwitz, Oliver 
A. Jenkins, Jack Ratner, Sol Blick- 
man and Robert Savitt. Also named 
were Abraham L. Rysman, secretary, 
and Isadore Horwitz, treasurer. 
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COUNCIL MEETS: Present for the recent meeting of the council were (stand- 
ing ler) leadore Horwitz, A. M. Shapira, Abraham L. Rysman, Harry Horwitz, 
Irving Chayken, Morris Mallove, Isadore Meyer, Jerry Blickman and Melvin 
Lesser. Sitting in front row (i-r) are Myer B. Barr, Oliver A. Jenkins, H. A. 
Goldberg, Prof. Paul J. Storm, B. C. Helzberg and Meyer Rosenbaum. 
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Versatility of Appliances 
Stressed at N.Y. Showing 


The use of electric appliances in 
various parts of the house was demon- 
strated at a special showing sponsored 
by the Electric Housewares Section 
of the Nationai Electrical Manufac- 
turers’ Association held at the Plaza 
Hotel, New York, on February 14. 

Present for the occasion were mem- 
bers of the press, the Edison Electric 
Institute and the National Associa- 
tion of Electrical Distributors. 


Maggi MecNellis, noted radio and 
TV personality, who delivered a com- 
mentary at the show, said that our 
modern way of life could be described 
as “always rushing while being ter- 
ribly relaxed about it.” 

She said that electric housewares 
help her, and other homemakers, to 
truly enjoy their role in life. 


MJSA Announces Plans 
For Coming Social Events 


The Manufacturing Jewelers Sales 
Association, Inc., will hold a _ buffet 
dinner for members on May 12, the 
eve of the opening of its fall and 
Christmas show, at the Sheraton-Bilt- 
more Hotel, Providence, R. I., accord- 
ing to an announcement by Joseph 
Lavan, president. 

On November 10, the night before 
the November spring show, the asso- 
ciation will hold its annual dinner- 
dance at the Sheraton-Biltmore. 

Everett M. Zola, Duane Jewels, 
Inc., has been elected chairman of the 
entertainment committee for the din- 
ner-dance. Other members are Wil- 
liam D. Lupo, Jack Fleisig, Frank 
Brown and Louis Sorrentino. 


OTe Mar ave Pre rT i ted 


. 
7 


K. Carlton Kaufman, manager of 
the Kay Jewelry Co., 438 East Mon- 
roe St., Springfield, Ill, has been 
promoted to managership of the Kay 
store in Evansville, Ind. 

Bert Fayne, Kay store manager in 
Lawrence, Mass., has been assigned 
to the Springfield unit, and his place 
has been taken by Dan Freedman, 
formerly with the Kay store in Lynn, 
Mass. 
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160 Watch Firms to Exhibit 
At Swiss Industries Fair 


The 40th annual Swiss Industries 
Fair will be held at Basle, Switzer- 
land, from April 14-24. This is the 
26th time that the Swiss watch in- 
dustry, this year represented by 160 
firms, has displayed its products to 
buyers from all parts of the world. 

Among the many technical innova- 
tions to be seen at this year’s fair 
will be self-winding ladies watches 
that are very small, ultra-thin men’s 
watches with special water resistant 
characteristics and new watches for 
the blind. 

Many of the new men’s 
watches have special additional fea- 
tures normally found in timepieces 
with more complicated mechanisms. 
One is a regular wrist watch which 
can be used as a stop watch by pull- 
ing out the crown. When the crown 
is pushed in again the hands resume 
their normal function. 

Another special purpose watch has 
a mariner’s compass on the back. 
Either side can be used without re- 
moving the timepiece from the wrist 
A new alarm wrist watch can be fast- 
ened to a wristlet, belt, a waistcoat 
pocket or to the inner portion of a 
lady’s bag. Its alarm can still be 
heard distinctly despite the contact 
with cioth or leather. 

Another alarm watch can be ad- 
justed so as to wake up a sound 
sleeper or merely to remind the 
wearer that a predetermined hour 
has arrived. Yet another model, slim 
in appearance, can be attached to the 
ignition key of an automobile. 

The new watch styles call for thin 
cases, plain dials and hands and 
legible figures or hour signs. How- 
ever the public’s interest in watches 
with animated or moving designs has 
caused several manufacturers to pro- 
duce models with moving ornamental! 
motifs. 

One watchmaker has created sev- 
eral models in which the decora- 
tion appears in the outer annular zone 
of the dial. Another has designed 
watches with dials characterized by 
surfaces of various shapes and colors, 
which take the place of hands and 
revolve, changing the dial pattern. 
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Incabloc Contest Won 
By California Jeweler 


Winners of the contest recently 
sponsored by the Incabloc Corp., 15 
West 46th St., New York, have been 
announced by William G. Wenzel, 
vice-president and director of sales 
Contestants were asked to write a 
letter on the subject: “How I In- 
creased My Watch Sales with In- 
cabloc.” 

Winner of the first prize, a trip to 
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Contest Winners Announced By Hamilton Watch Company 


The Hamilton Watch Co. has an- 
nounced the names of the winners of 
its nationwide window display contest. 
Contestants were judged on the orig- 
inality of their use of Hamilton 
Christmas window display units. 

First prize winners, each receiving 
a seven-day all-expense-paid trip for 
two to Bermuda, were Walter Dorn, 
Jr., owner of the store of the same 
name at 2527 East Colorado St., Pasa 
dena, Calif., and Edward Beaulieu, 
George T. Springer Co., Portland, 
Maine. 

Second prize winners, each receiv- 
ing a Lady Hamilton diamond set 
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watch, were William Savitt, Savitt, 
Inc.. Hartford, Conn., and Melba 
Travis, George Ford Jewelry Store, 
Glasgow, Ky. 

A total of 15 third prizes and 2! 
fourth prizes were also awarded. The 
judges included Lansford F. King, 
editor and weneral manager, JEWELERS 
CIRCULAR-KEYSTONE, Morton R. Sar 
ret, editor, National Jeweler; Harry 
Bromley, publisher, National Jeweler ; 
Charles M. Isaac, executive vice-pres- 
ident, ANRJA; William Wagner, ex 
ecutive secretary, NJA; and Martha 
Percilla, fashion director, Jewelry In 
dustry Council. 


PRIZE WINNERS: Leading prize winners in Hamilton's display contest were 

Walter Dorn, Jr., Pasadena, Calif., (upper left), and Edward Beaulieu, Jr., 

George T. Springer Co., Portland, Me., (lower left). Each received a week's va- 

cation for two in Bermuda as joint first prize winners. Second prizes, Lady 

Hamilton diamond set watches, were presented to William Savitt, Savitt, Inc., 

Hartford, Conn., (upper right) and Melba Travis, George Ford Jewelers, 
Glasgow, Ky., Clower right). 


Switzerland for two, was Joseph 
Friedman of Vallejo, Calif. Elliott 
Meyer of the 8S. A. Meyer Jewelry 
Co., Washington, Pa., was awarded 
second prize—a Vibrograf watch and 
clock timing machine valued at $625. 
Third prize, $250 in cash, went to 
Norman D. Luth, Tower Jewelry 
Store, Compton, Calif., and fourth 
prize, $100 in cash, was awarded to 
Rudolph Schindler, Schindler’s Jew- 
eiry, Sioux City, lowa, 

Winners of fifth to tenth prizes 
a Chastell “Miracle-Power” clock 
valued at $29.75—were as follows: 
hth-Martin M. Bernstein, Jewel Box 
Associates, Greensboro, N. C.; 6th 
B. A. Bauman, South Porcupine, On 





tario, Canada; 7th—Miss Patricia F 
Lawson, Lorne A. Askin & Son, Red 
Deer, Alberta, Canada; *—Edwin B 
Freed, Alpert’s, Elmira, N. Y.; 0th 
Don Hickenbottom, Don's Jewelry 
Store, Redmond, Washington; 10th 
Meivin Foer, Melart Jewelers, Wash 
ington, D. C. 

Wenzel said that selection of the 
winning entries had been difficult be 
cause of the high standard of many 
of the letters submitted. 

Contest judges were Lanseford Ff 
King, editor and general manager of 
the JEWELERS’ CIRCULAR-KEYSTONE; 
Harry Bromley and Morton Sarrett, 
publisher and editor, respectively, of 
the National Jeweler 
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Executive 


Appointments 








Stuart 5S. Joslyn has been named gen 
eral manager of ©. J. Bates & Son, 
makers of manicure sets and imple- 
ments. He has been associated with 


STUART 8S. JOSLYN 


the firm for 20 years and has been 
sales manager since 10937. He also 
served as vice-president and treasurer 
of his own company, Sanders &@ 
Joslyn, Ine., Derby, Vt., in 1954 


Emilio Knechtle has been named a 
vice-president of Diethelm & Keller 
USA, Ltd., distributors of watches. 
He will also serve as vice-president 
of the Eterna Watch Co. of America 
and the International Watch Co., 
both Diethelm & Keller clients. He 
was previously assistant to the presi- 
dent of American Home Products 
Corp., New York 


William L. Elston has been appointed 
marketing director of the Prince 
Gardner Co., St. Louis, Mo., manu- 
facturer of leather woods. His duties 
will include liaison between the sales, 


% 


WILLIAM L. ELSTON 


advertising and product design de- 
partments. He was formerly buyer 
of luggage and leather goods for 
Marshall Field & Co., Chicago. 


< 


Frank W. Loiko and James E. Ker- 
man have been appointed, respec- 
tively, national sales representative 
and manufacturing supervisor for 
Westinghouse portable appliances. 
Loiko was previously district manager 
for portable appliances in the Cin- 
cinnati, O., area. Kerman has been on 
special assignment in manufacturing 
engineering at the company’s Colum- 
bus, O., plant. 


Albert C, Schacheman has been ap- 
pointed southeastern district mana- 
ger of the Hamilton Watch Co. His 


ALBERT C. SHACHEMAN 


office will be at Hamilton’s Atlanta 
office, 84 Peachtree St. 


Clifford J. Grube has been appointed 
manager of the New York district 


CLIFFORD J. GRUBE 


office of the general plate division of 
Metals & Controls Corp., Attleboro, 
Mass., for gold filled and related 
products. He was previously field 
engineer for the Spencer Thermostat 
division of Metals & Controls and for 
the past six years has been field en- 
gineer for the General Plate division 
in the New York area. 


Albert E. Emilian has been appointed 
head of the engineering department 
of L. & R. Manufacturing Co., Ar- 
lington, N. J., makers of watch clean- 
ing machines, solutions, tools and ac- 
cessories. In addition to supervising 
engineering department, Emilian will 
work on the 


ALBERT E. EMILIAN 


of new automatic watch cleaning de- 
vices, production control and design 
of production tooling. He was for- 
merly mechanical engineer at the I. 
©. Baseball Machine Co., in which 
capacity he developed the automatic 
device used in baseball throwing 
equipment. 


William K. Goldthwaite, certified pub- 
lic accountant, has been named as- 
sistant treasurer of the R. F. 
Simmons Co., Attleboro, Mass., chain 
manufacturer. For the past five years 
he has been treasurer of the Babcock 
Box Co., Attleboro. 


John R. Wismer, recently appointed 
sales manager of the Eterna Watch 
Co., assumed his new duties at the 


JOHN R. WISMER 
company’s New York office on March 


1. He was previously West Coast 
sales representative for the firm 
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Joseph P. Doyle, Jr., and Joseph L. 
Morrow have been appointed assistant 
sales managers of Towle Silver- 
smiths, Newburyport, Mass. Doyle 
joined the company in 1948 as a 
salesman covering Ohio, Indiana and 
Kentucky. Morrow joined Towle in 
1940, was salesman in the west coast 
territory and later in the southern 
territory, becoming regional manager 
of the southern division in 1951. 


Russell W. Johnson has been ap- 
pointed advertising and sales promo- 
tion manager of the television-radio 
division of the Westinghouse Electric 
Corp. He was formerly assistant ad 
vertising manager. 


W. J. Hunsucker, Sr., has been ap- 
pointed southern sales manager of 
the Waterman Pen Co. His terri- 





W. J. HUNSUCKER, SR. 


tory will include Texas, Louisiana, 
Mississippi, Alabama, Missouri, Okla 
homa, Tennessee, Arkansas and Ken- 
tucky. Hunsucker was formerly 
southwest district manager for the 
Sheaffer Pen Co. for 28 years. 


Charles C. Lukoff has been appointed 
general sales manager of Jewels by 
Bogoff, 31 South Franklin St., Chi- 





CHARLES C. LUKOFF 


cago, lil. He previously covered the 
Chicago territory for the firm. 
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Watch and Clock Collectors 
Plan Second European Tour 


A group of members of the Na 
tional Association of Watch & Col- 
lectors, Inc., is planning a trip to 
Kurope to visit horological centers 
and other points of interest. 

The group will travel both ways 
by air, leaving August 11 and return- 
ing September 7, and visiting Eng- 
land, Germany, Austria, Italy, Swit- 
zerland and France. The itinerary 
will include the famous horological 
museum at Stuttgart, the tower clocks 
of Heilbronn, Munich, Salzburg and 
Venice and the French watchmaking 
center of Becanson. 

In addition members will take a 









boat trip on the Rhine, drive over 
the Wross Gloekner in Austria, and 
through the Dolomites to Venice and 
Italy, and continue to Zermatt in 
Switzerland. 


Further information on the trip 
can be obtained by writing Earl T 
Strickler, secretary, National Asso 
ciation of Watch and Clock Collec 
tors. P. O. Box 33, Columbia, Pa. 


Commercial Pacific Co., West Coast 
distributor of Mikimoto cultured 
pearls, recently moved to new qua! 
ters in room 810 in the Howard Build 
ing, 209 Post St., San Francisco. It 
was previously located in room 507 
in the same building 


‘modern and improved facilities add up to 
know-how. That is why it will pay you to 
join the ever increasing number of satisfied 


jewelers who continue to ship their old gold, 


unsaleable merchandise, sweeps, polishings and 


sink settlings to Goldsmith. 
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Northampton Cutlery Co. 
Elects Watrous President 


At the annual meeting of the North 
ampton Cutlery Co., Northampton, 
Mass., on January 27, Jerome A. 
Watrous was elected president replac- 
ing Albert F. Eyre, who has become 
chairman of the board 

W atrous has been with the company 
for 17 years and has trea- 
surer since 1943 

Walter M. Saunders, Jr.. was 
named treasurer, and George W. 
Snape assistant treasurer. Saunders 
came to the company in 1955 as assis- 
tant treasurer and metaliurgist. Snape 
has been with the firm for 41 years 
serving as worker, foreman, master 
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mechanic and currently as supervisor 


of « 


ngineering as well as assistant 


treasurer. 


WATROUS 


The board of 
Albert F. Eyre, Jerome A. Watrous, 
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(Ciassic man’s ring 
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earved fluted aty! 
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lady's ring with 
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diamonds 
Both beauti 
fully etvled 
by David 
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Frederick M. 
King, and 
elected, and Walter M. Saunders. 
newly elected. 

The company, started in 1871, thus 
continues ite tradition of being locally 
owned, managed and controlled. It is 
currently engaged in a program of 
extensive installation of new machin- 
ery and diversification of products. 
It employs about 180 citizens of 
Northampton and surrounding areas. 


Feiker, Raymond B. 
lbert P. Cushman, all! re- 
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Julian Baden Elected 
Associate Jewelers Head 


Julian Baden, a partner in Baden 
& Foss Co., was elected president of 
the Associate Jewelers Inc. at the 


JULIAN BADEN 


annual dinner meeting of the group 
held recently at the Sherry-Nether- 
land Hotel, New York. 


Industy Tax Committee Rules 
On Trading Stamp Promotions 


The advent of trading stamp pro- 
motions in the jewelry field has raised 
the question of federal excise taxes on 
transactions involving their use, ac- 
cording to Bernard N. Burnstine, 
executive vice-chairman of the Jewel- 
ry Industry Tax Committee. 

Burnstine has warned that 
lowance for such stamps cannot be 
considered a trade discount and that 
the excise taxes must be paid on the 
full cost of the purchase. 

Thus a man who buys 
worth $100 and receives 
stamps worth 10 per cent, or 
permitted to turn in the stamps 
on the purchase of a diamond ring 
worth $50, and he gives the jeweler 
$40 plus the stamps. 

The Internal Revenue Service 
says Burnetine, that the excise taxes 
must be paid on the $50 cost of the 
diamond—not on the $40 cash trans- 
action. In addition, IRS rules, the 
tax must be collected from the cus- 
tomer and cannot be absorbed by the 
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District managers of the Lux Clock 
Manufacturing Co., Waterbury, Conn., 
met recently at the Morrison Hotel, 
Chicago. 

James M. C. Tighe, sales manager, 
said that the 1956 line had undergone 
drastic design changes as a result of 
market research. He said that pre- 
vious designs had been changed “to 
synchronize with activating factors in 


St. Louis Jewelers Discuss 
Joint Advertising Campaign 


The Dependable Jewelers of Greater 
St. Louis held their monthly meeting 
on February 29 at the Statler Hotel. 
Members decided to start immediately 
on the group’s institutional advertis- 
ing campaign in one of the local news- 
papers. 

Purpose of the campaign is to in- 
still confidence on the part of the 
public in the stores displaying the 
group's emblem on doors and win- 
dows. 





EMBLEM TO 
DENCE: 


INSPIRE 

Decal with emblem of the 

Dependable Jewelers of Greater St. 

Louis is designed to inspire confi- 

dence in the cooperating stores. The 

association is conducting a drive for 
new members. 


CONFI- 


Started in 1955 by a few retailers, 
the association is now making a con- 
certed membership drive among St. 
Louis jewelers and jewelers in Mis- 
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Lux District Managers Hold Marketing Clinic 











Ma > 

the purchase of clocks and timers.” 

Shown at the meeting (l-r, front 
row) are: William Baker, New York; 
Donald Jacobs, Columbus; Louis 
Schoening, Dallas; Cal Hurst, Boston: 
William Diehl, Chicago; (l-r, back 
row), Paul Lux, assistant to the pres- 
ident; William Hershey, Los Angeles; 
Gordon Steeples, Atlanta; and Tighe, 
sales manager. 


souri and Illinois within a 75-mile 
radius of the city. 

Clinton R. Brooks, Brooks Jewelers, 
Edwardsville, Ill., is president of the 
group, and Elden Wanner, Wanner 
Jewelers, St. Louis, is secretary. 





A Correction 


It was incorrectly stated in 
the March issue of this maga- 
zine that the Ontario Manufac- 
turing Co. had purchased the 
plant and equipment of the In- 
ternational Silver Co., Muncie, 
Indiana. 

The article should have stated 
that the Ontario Manufacturing 
Co. had bought the plant from 
the National Silver Co. The 
International Silver Co. was not 
involved in any way in the 
transaction 











Pearling Fleet Successful 

Australia’s west coast pearling fleet 
has completed a profitable 
using imported Japanese divers. 

The Darwin fleet has brought in 146 
tons of shell worth approximately 
$180,000. The Japanese catch, off 
Western Australia this 
amounted to 750 tons divided among 
25 luggers. The Japanese quota is 
L000 tons annually 
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Opera Star's Role Inspires 
New ‘Silver Rose’ Pattern 


New York magazine and newspaper 
editors recently attended a special 
presentation of the new “Silver Rose” 
pattern made by the Heirloom Ster- 
ling Division of Oneida Ltd. Silver- 
smiths, at the company’s New York 
offices. 

Guest of honor was the famed opera 
star, Rise Stevens, whose role in the 
opera “Der Rosenkavelier” was the 
inspiration for the design of the new 
pattern. 

Miss Stevens told the editors pres- 
ent that she had had a Viennese sil 
versmith make her a silver rose for 
her role in the opera, and she ex 
plained that, in comparison with the 
regular stage prop rose normally 
used, it gave her a feeling of luxury, 
which in turn lent reality to her 
presentation of this lovely flower. 

She thanked Oneida executives for 
using her favorite role as inspiration 
for the “Silver Rose” pattern, 





TOPIC IS CRAFTSMANSHIP: Miss 
Rise Stevens discusses silver crafta- 
manship and new “Silver Rose” pat- 
tern with (i-r) Pierrepont T. Noyes, 
executive vice-president and general 
manager, and Dudley FE. Sanderson, 
vice-president and director of adver- 


tising-sales promotion, for Oneida 


Ltd. Silveremiths. 





DISCUSSES NEW PATTERN: Fr 
L. Hartwig, sales director for the 
sterling division of Oneida Lid. Sil- 





discusses new “Silver 
Rose” pattern with Miss Stevens. 
Listening are Edyth Thornton Me- 
Leod, McNaught Syndicate; Dorothea 
Zack Hanle and Jenny Hennessy, both 
of Everywoman’s Magazine; and 
Sylvia Schur, Woman's Home Com- 
panion. 
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Samuel Cohen, senior vice-president 
of A. Cohen & Sons Corp., whole- 
salers with offices in New York, At- 
lanta and Los Angeles, will leave 
April 14 for a trip to Europe and 
Israel. He will visit London, Birming- 
ham, Milan, Hanover, Frankfurt, 
Stuttgart, Tel Aviv, Zurich, Lucerne, 
Geneva and Paris, returning home on 
June 5. Cohen reports that an in- 
creasing number of imports from 
abroad are being added to his firm’s 
lines. He will welcome invitations 
from firms here with branches or fac- 
tories in the countries that he will 
visit overseas. 


Moe Adels, owner of M. Adels Co.. 64 
West 48 St., New York, died Decem 

ber 2, 1955. He was a well-known dia. 
mond wholesaler for more than 50 
vears. His son Alfred Adels. who has 
been associated with him for the past 
10 years, will carry on the business. 
He is also survived by his widow, a 
daughter, a sister and a brother. 


Polen Jewelry has leased space in the 
new Central Park Shopping Center, 
Buffalo. 
way shortly with completion sched- 
uled for the fall of 1957. 


Rudolph Bros., Inc., Syracuse, has en- 
tered its 50th year of business. The 
golden anniversary was celebrated by 
a two-day business meeting in Syra- 
cuse with 36 store managers and com- 
pany executives attending. Inscribed 
gold watches were presented to long 
service employees and co-founders 
B. G. and M. H. Rudolph were pre- 
sented with a bronze testimonal!l 
plaque, 


The Utica Retail Jewelers Guild is 
planning a “Know Your Jeweler” 
campaign. The group is made up of 
former members of the Mohawk Val- 
ley Retail Jewelers, which became 
inactive in the area. Officers are 
Harold Lennon, president; Charles 
Rizika, vice-president: Dom DiPol- 
lina, secretary, and Bernard Kamin, 
treasurer. 


The February 6 meeting of the Horo- 
logical Society of New York was held 
at the Capitol Hotel. Philio H. Lichty, 
chief chemist of the Hamilton Watch 
Co. spoke on watchmaking oils, their 
development and characteristics. Dick 
Slaugh, head watchmaker at Hamil- 
ton, also attended the meetine. Henrv 
Fried, well known horologist, ad- 
dressed the society on March 5 on 
the subject: “Self-Winding Watches.” 


Norman Morris, president of the Nor- 
man M. Morris Corp., served as chair- 


Construction will get under 


man of the jewelry industry commit- 
tee for the 1956 Red Cross campaign 
for funds and members. The cam- 
paign ended March 31. Also serv- 
ing on the committee were Ben Ross, 
Ross Watch Case Corp.; Dave Kay 
and Irving Cooper, Elgin Silversmith 
Co., Ine.; George Rosenberger, Coro 
Jewelry, and C. 8S. Taormina, Platers 
Research Corp. 

The Jewelry Credit Group, of the New 
York Credit and Financial Manage 
ment Association, held its regular 
monthly meeting on February 21. The 
speaker was John C. Fredell, Jr., of 
the fraud prevention department of 
the National Association of Credit 


Men. 

Morays Manufacturing Co., Ine., 
watch band manufacturers, have 
moved their main office and factory 
to larger quarters at 450 West 3lst 
St. The firm was formerly located at 
333 West 52nd St. 

Strauss Jewelers, 15% Palisade Ave., 
Yonkers, is marking its 25th anniver- 
sary with the first sale in the store’s 
history. 

The new owner of the Gleason Co., 
Inc., school and fraternity jewelry 
maker, 683 Broadway, Albany, is 
Ernest A. Lamy, a longtime engraver 
and jeweler who was also one of the 
nation’s leading speed skaters and a 
pioneer of today’s ice shows. 


Tiffany & Co. has announced the pur- 
chase of Schlumberger, Inc., designers 
and manufacturers of diamond and 
precious jewelry. Schlumberger will 
operate as a department of Tiffany’s. 


Willard Levee Jewelers, the oldest es- 
tablished jewelry store in Little Falls, 
has been sold by its owner, E. Allen 
Levee, to Mr. and Mrs. Arvid Soder- 
gren. The store was founded by the 
late Willard Levee in 1895. Allen 
Levee will continue his practice as an 
optometrist at 568 Main St. 

Harry Smolin, 62 West 47th St., 
precious stone importer, and Mrs. 
Smolin, sail for Europe aboard the 
Queen Elizabeth on April 4. Smolin 
will visit the various gem centers in 
Europe. His office will remain open 
while he is abroad. 


The Watchmakers Association of 
New Jersey held its third meeting of 
the year at the Irvington House, 
Irvington, N. J., on March 13. Guest 
speakers were Jules and Henry Dur- 
lacher, Teletime Watch Supply Ceo., 
New York, who spoke on “How 
Watchmakers Can Make More 
Money.” 
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Past President Honored 
By Golden Circle Club 


About 50 members and guests at- 
tended the February 20 meeting of 
the Golden Circle Sales and Execu- 
tives Club, held at the Hotel Del- 
monico, New York. 





TRAY IS 


PRESENTED: Arthur 
Tuveri (1), immediate past president 
of the club, receives silver tray from 
president Herman Ostrin. Some 50 
members and guests witnessed the 
presentation, which took place after 
the dinner. 


Arthur Tuveri, immediate 
president of the club was presented 
with a silver tray in recognition of 
his services to the organization. 

After cocktails and dinner, “Doc” 
Boston presented “Cheating is an 
Art,” an expose of various forms of 
gambling, including a demonstration 
of cards and their manipulation. 


past 


Distributive Education Aid 
Would increase Sales Help 


find 
with 
Coneress 


Merchants’ will high 
school graduates training in 
merchandising if approves 
a House committee proposal to add 
$1 million to the government’s aid 
program for distributive education. 

The Department of Health. Educa- 
tion and Welfare asked only $26.5 
million for all four types of voca- 
tional education. This would have 
meant that DE would have received 
only $1.5 million—the same as it did 
in the current fiscal year. 

But the Appropriations Committee 
hoosted the total to $29 million-——the 


more 


amount authorized in the original 
law some years ago. If the full 
amount is granted, DE must receive 


$2.6 million. 

The money is doled out to the 
states, which add about $4 for each 
$1 of federal funds, and use it to 
provide classes in merchandising, ad- 
vertising, stock control, purchasing, 
and other retailing subjects. The 
other three subjects in the vocational! 
educational program, home econom- 
ics, industrial education, and agricul- 
ture each get at least three times 
that allotted to DE—an allocation 
which has angered retailers for years. 
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Maiden Lane Outing Club 
Holds ‘Bonus’ Dinnner 


The Maiden Lane Outing Club held 
its “bonus” winter dinner at the Brass 
Rail Restaurant, New York, on 
February 16. The souvenir of the 
evening was a cuff link set, and en- 
tertainment was provided. 

Al Walden is president of the club 
and Arthur King is vice-president. 


Schwab to Be Guest of Honor 
At Annual Brotherhood Dinner 


W. Waters Schwab, president of 
J. R. Wood & Sons, will be the guest 
of honor at the annual dinner of the 
jewelry industry on behalf of the Na- 
tional Conference of Christians and 
Jews, to be held June 19 at the Wal- 
dorf Astoria Hotel, New York. 





W. WATERS SCHWAB 


For the past 18 years Schwab has 
been a philanthropic leader in work 
to improve relations between Protes- 
tants, Catholics and Jews. He has 
also served as a director of the Na- 
tional Conference of Christians and 
Jews. 

Harry J. Bromley, publisher of Na- 
tional Jeweler, will serve as chairman 
of the dinner. 


Brown University Class 
Hears Gold Filled Talk 


S. L. “Bud” Cantor, sales promo- 
tion manager of the Gold Filled 
Manufacturers Association, Attle- 


boro, Mass., delivered a talk on the 
marketing of Gold Filled to a class 
at Brown University on February 25. 

Outlining the industry's history, 
Cantor said that the main problem 
had been one of declining usage and 
that all principle manufacturers of 
the metal had joined together to 
publicize, advertise and promote 
greater use and acceptance of gold 
filled products. 

He said that the two-year campaign 
had resulted in greater and more 
profitable sales. The session concluded 
with the showing of the association's 
training film: “The Gold Filled 
Story.” 
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As this issue went to press, plans 
were completed for the annual meet- 
ing, banquet, and entertainment of 
the Massachusetts and Rhode Island 
Retail Jewelers Association, to be held 
at the Parker House, Boston, on the 
afternoon and evening of April 11. 
Several speakers will take part in 
discussions in the afternoon, fol- 
lowed by election of officers. The di- 
rectors of the Association met at 
the University Club on March 7, and 
completed plans for the banquet and 
entertainment program to follow. 
Many door prizes will be distributed. 


The executive commitee of the Dia- 
mond Peacock Club also has completed 
arrangements for the annual dinner- 
dance of that organization to be held 
at the Hotel Somerset, Boston, on 
April 21. Ruby Newman’s orchestra 
has been engaged for the occasion, 
a souvenior has been selected, and, 
as this issue went to press, invitations 
were in the mails. 


Members of the New England Guild, 
American Gem Society, met at the 
Boston Museum of Science on March 
8, at which time Gordon Reynolds, 
president of the Massachusetts School 
of Art, and Massachusetts State 
Director of Art Education, spoke on 
“Color.” A laboratory session fol- 
lowed the talk. 


Member teams of the Boston Jewelers 
Bowling League were rolling to very 
close scores, as this issue went to 
press, with several teams bunched 
near the top. The A. Stowell team 
was leading at that time, with the 
I. Alberts’ Sons team only two points 
behind, and the Mahar & Engstrom 
team crowding both, in third place. 
The season was scheduled to close 
on April 17, and the annual banquet, 
with distribution of trophies and 
prizes, is scheduled to take place at 
the Hotel Brunswick, Boston, on April 
28. 

Invitations already are out for the 
convention of the New Hampshire Re- 
tail Jewelers Association, to be held 
on June 24 and 25 at the Lake Tarle- 
ton Club, Pike, N. H., where reserva- 
tions may be had for June 23 through 
June 26 at convention rates, according 
to Jack Sawyer, of Laconia, N. H., 
president. An all-inclusive rate of $18 
a day assures room, meals, and no 
extras for the cocktail party, golf, 
floor shows, a lobster roast and shore 
dinner, a banquet and  beefsteak 
party, a sightseeing tour, along with 


tennis, boating, antiqueing, bathing, 


ENGLAND 


softball games, and a putting contest. 
Two orchestras will be on hand, with 
dancing until dawn, and there wil! 
be a feature motion picture in our 
own “no name theater.” Jack adds. 
There also will be plenty of gifts and 
prizes. Reservations should be made 
through Ben Harrison, Lake Tarleton 
Club, Pike, N. H. 


“Mike” Mahar, of Mahar & Engstrom, 
405-412 Jewelers Building, while on 
a vacation trip with Mrs. Mahar and 
son Bob in Florida, slipped while 
walking on the beach, chipped a bone 
in his heel, and was obligated to go 
about in a cast for several weeks. The 
Mahars came back to Boston just in 
time for the Spring Gift Show at the 
Parker House—-and “Mike” was step- 
ping around as good as ever. Miss 
Joan Crockery, of the firm’s shipping 
department, has become engaged. 


Carbone, Inc., nationally known im- 
porters and wholesalers of decorative 
arts, pottery, glass, gifts, and other 
imported and domestic items, closed 
its retail store at 342 Boylston St., 
Boston, on March 1. It will continue 
its wholesale distribution of mer- 
chandise through its home office, 348 
Congress Street. The company has 
7.140 outlets throughout the country, 
and had been located at the Boylston 
St. address for more than 50 years. 


Two women, well known in Boston 
jewelry circles, recently took part in 
women’s club talks. Mrs. Ella Bird, of 
the Smith-Patterson division ef Jor- 
dan-Marsh Company, spoke on “Your 
Birthstones on Parade” at the Zenith 
Club, Winthrop, Mass. Miss Ethel 
Jackson, of the Thomas Long Com- 
pany, spoke on “Jewels for Beauty” 
at the Quota Club of Boston, meeting 
in the Women’s City Club. 


Mr. and Mrs. Chester H. Perry. of 
the Chester H. Perry Company, Hou! 
ton. Maine, are back from attendance 
at the New York City Gift Show, and 
a vacation in Washington, D. C. 


Miss Marilyn Brown, daughter of 
Lloyd M. Brown, jeweler of Presque 
Isle, Maine, is serving as clerk in 
the store. 


Fred Gurney, of Gurney Brothers, 
Inc., Brockton, Mass., spent a fev 
weeks “vacation” away from the store 
at the request of the Plymouth County 
District where he served on 
the jury. 


(‘ourt 


During the winter skiing season, Hec- 
tor Langlais, of FE. Langlais Sons, 
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H.. won o@ local ski con- 


Berlin, N. 


test. He also fractured two ribs while 
skiing. 
Louis C. Sirois, jeweler of Mada- 


waska, Maine, claims the 1956 cham- 
pionship as a clam digger in the St. 
John River. 


Adrian J. Charbonneau, jeweler of Van 


Buren, Maine, has lost his popular 
young clerk, Jean, who became en- 
gaged recently. 

Mr. and Mrs. Leo F. Ryan, of 1004 


Jewelers Building, spent the months 
of March and April vacationing in 
Miami, Florida. 


Robert Corey, of Robert’s Jewelry, 
Madawaska, Maine, flew to New 
Brunswick during the hunting season, 
and bagged a large moose. He 
claimed it weighed “about two tons” 
as he took it into camp. 


Mr. and Mrs. Bernard Stone, of Hains 
Jewelry Co., East Boston, Mass., 
have returned from a month’s vaca- 
tion at Miami Beach, Florida. 


Miss Loretta Geary is the new book- 
keeper with the Haselton Company, 
701-702 Jewelers Building. 


Mr. and Mrs. Louis F. Guiness, of the 
firm of the same name, 710-711 
Jewelers Building, are back from six 
weeks’ vacation at Miami Beach. The 
firm inaugurated a new line at the 
Boston Gift Show last month, as it 
gave out a new jewelry cleaner with 
each sale of its Integrity Rings. 


Mr. and Mrs. Cliff Stetson, of Jewel- 
Smiths, Inc., Boston, where Cliff is 
diamond buyer, are back from two 
weeks vacation in Florida. 


Paul Lifset, salesman for N. I. Good- 
man, Inc., 1006-7 Jewelers Building, 
attended a “hunter’s dinner” at Cari- 
bou, Maine, on Feb. 23, with Sam 
Freme, of the Gift Shop, Caribou. 
Paul was recently elected rear com- 
modore of the Merrymount Yacht 
Club, Quincy, Mass., and plans to get 
his cruiser “Sandoger” out of winter 
storage shortly and to be active in 
Massachusetts Bay Race Week. 
Lawrence Goodhue, of Goodhue’s, Fort 
Fairfield, Maine, is a 
father. 


recent grand- 


Reginald Bernier, Madawaska, Maine, 
is selling out his jewelry store. 


Henry Desjardins, jeweler of Beverly, 
Mass., was in Sarasota and Bradenton, 
Florida, for three weeks, where, as 
secretary of the New England Royal 
Rooters, he cheered the ball players 
while they were training there. 


Oresto Dell Orfano, sales manager of 
the Travis-Farber Company, 909 Jew- 
Building, New England 
speed skating championship held at 
Crystal Lake, Newton, on February 
24. Last year, he runner-up. 
Jacob Widlansky has been added to 
the Travis-Farber sales staff. 


elers won a 


Was a 
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Quarters of I. Alberts’ Sons, 8th floo: 
Building, have been re 
throughout. Miss Rhode 
Berman. calculator in the Alberts’ 
office, was married March 4, and has 
returned to work following a honey- 
moon in the Catskills. David Baisky, 
of the shipping department, became 
father of a baby girl Feb. 24. 


Guertin, of Brothers, 
Hyannis and Dennisport, Mass., 
developed a new type of navigating 
instrument for use on airplanes. Both 


Jewelers 


decorated 


Emil (Guertin 


has 


brothers are qualified air pilots 


Robert Bourque, of Bourque’s Jew- 
elry Store, Manchester, N. H., 
completed the remodeling of the store, 
installing a new entrance, show win 
dows and interior. 


has 


Paul’s Jewelry, Inc., Portland, Maine, 
is being remodeled, and it is expected 
that the will be completed in 


June. 


work 


Among numerous New England jew- 
elers who attended the American Gem 
Society’s course in gemology in New 
York City earlier this year were: 
tower Brassard, of Brassard’s Jew- 
elry Store, Manchester, N. H., Philip 
Lagerstadt, of Brockton and Campello, 
Mass.: Eli Corman, Strand Jewelry, 
Canton, Mass.; Philip Minskey, 
Wyman Jewelers, Stoughton, Mass.; 
Antonio Caruso, Moderne Shoppe, 
Lawrence, Mass.; and Simon Sandler, 
ef Sandler’s Store, Dover, 
N. H. 

William B. Freeman, jeweler of Madi- 
son, Maine, is back at work following 
an operation. 
William Smith, 
has moved 
larger store. 


Jewelry 


Randolph, 


new and 


jeweler, 


Mass., into a 


Raymond H. Cadoret, of Cadoret 
Brothers, jewelers, Woonsocket, R. L., 
was sub-chairman of the “Showcase 
Fair” during Woonsocket’s Mardi 
Gras celebration in February. Roland 
A. Cadoret is president of the Kiwanis 


Club of Woonsocket, and his wife 
was chairman of the Kiwanis Kiddie 
Karnival, a Mardi Gras event spon 


sored by the Jay-C-Ettes. 


Joseph M. Nevis, jeweler of Worces- 
ter, Mass., is back at work follow- 
ing an operation. 


Bernie Smith, of Smith & Zaff, 309 
Building, is still working 
from his home in Wellesley, Mass., 


following a serious lung operation. 


Lorenz EK. Ernst, head of the 
and silverware department, D. C. Per- 
cival Co., 2nd floor, Jewelers Building, 
is back from a Florida vacation trip 
with Mrs. Ernst. David C. Percival, 
Jr., fell on snow-covered ice on re- 
turning home from the Boston Jewel- 
ers Club banquet, and cracked two ribs, 
but was able to return to work 
the week end. 
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The next meeting of the Philadelphia 
Jewelers Association will be held on 
April 3 at the Drake Hotel. Dinner 
will be served at 7 o’clock and the 
business session will start at 8 o’clock. 
Sam Paull, a watchmaker for the 
past 10 years with C. & R. Smith & 
Son, Inc., 7 South 18th St., recently 
completed a two week cruise aboard 
a submarine operating out of Key 
West, Fla. A chief machinist’s mate 
in the Naval Reserve, Paull was par- 
ticipating in an active duty training 
program. He was flown from the 
Willow Grove Naval Air Station to 
Key West. 

Harry A. Rubin, brother of Albert 
Rubin, manager of Barr’s Jewelers 
at 5600 Germantown Ave., has been 
nominated for state senator. A RKe- 
publican, he will be up for election 
this coming November. 

John J. Kastel, owner of Starr Jew- 
elers, 3639 Germantown Ave., has 
heen awarded a handsome, gold 
plaque by the Tioga Businessmen’s 
Club. The award, presented on Feb- 
ruary 14, was given in appreciation 
of his contribution to the “business, 
civic and community interest of 
Tioga.” Kastel has placed the plaque 
in a prominent position in his store. 
Milton Kummelsman, general man 
ager of the Morris Neiderman jew- 
elry store, 3654 Germantown Ave., for 
the past 20 years, has recovered from 
a case of pneumonia. During his ill- 
ness he was confined to hospital. 
Runner-up in the recent national 
“Watch Inspection Time” contest, 
sponsored by the Watchmakers 
of Switzerland, was Nathaniel B. 
Ringold, Ringold’s Credit Jewelers, 
817 East Allegheny Ave. He received 
a Swiss-made Hermes typewriter. 
His mother, Mrs. Rose P. Ringold, 
who operates the family’s other store 
at 4316 Germantown Ave., has just 
completed an extensive remodeling 
job. 

Jack Enright, owner of Enright’s Inc., 
3074 Kensington Ave., reports that 
almost 6,000 people visited his store 
during the recent “Greater Kensing- 
ton Semi-Annual Dollar Day.” One 
of his “dollar” packages contained a 
diamond ring. 

Victor Bergelson, president of Vic- 
tor’s Jewelers, Inc., with stores at 
3000 Kensington Ave. and 6305 Wood- 
land Ave., has announced that he is 


adding bigger stocks of movie cam- 
| eras to both stores. 


Fernley and Fernley, secretaria! firm 
at 1900 Arch St., is celebrating its 
70th year of operation. Four mem- 
bers of the Fernley family, covering 
three generations, have served the 
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firm and have in turn acted as secre- 
tary of the National Wholesale Jewel- 
ers Association. Thomas A. Fernley, 
who took over in 1907, his son Thomas 
A., George A., and his grandson, the 
current incumbent, John A. Fernley, 
Jr., have all held the job. 


The House of Milner, jewelers and 
diamond merchants, at 728 Sansom 
St., has announced that it has pur 
chased the wholesale business of 
B. Kleitz & Bros. Co., Inc., 601 Market 
St.. Wilmington, Del. Stan Milner 
and Fred Weisberg disposed of inven- 
tory at the Kleitz office. An auction 
sale is planned for the remainder of 
the stock. 


Attilio Castiglioni, president of the 
French Jewelry Co., costume jewelry 
manufacturers, has announced that 
the firm recently moved from 137 
South 8th St. to new and larger quar 
ters at 2032 South Juniper St. Cas- 
tiglioni said that better service for 
customers would be afforded by the 
move to the new location. 


M. Rosnov, Inc., 719 Sansom St., is 
celebrating its 50th year in business. 
To mark the occasion, the store has 
been remodeled and redecorated and 
new wall and display cases have been 
installed. Lt. Mitchell Rosnov, sta- 
tioned with the U. S. Army Transpor- 
tation Corps at Fort Eustace, Va., 
expects to get out of the service in 
July and start working in the store. 
He will be the third generation of the 
family to he in the jewelry business 
in Philadelphia. 


Alfred Ottenberg, owner of the store 
of the same name at 1919 Atlantic 
Ave., Atlantic City, N. J., is recuper- 
ating at his home following a hospital! 
stay. He was stricken with a cerebral 
hemorrhage late in February. Jerome 
Segal, a member of the staff, has 
brought his one-year-old daughter 
home from the hospital after she un- 
derwent a complicated heart opera- 
tion. 


— 


Watch & Clock Collectors 
Plan National Convention 


The National Association of Watch 
and Clock Collectors will hold its an- 
nual convention at the Sylvania Hotel, 
Philadelphia, Pa., from May 17-20. 

The program will include a visit to 
the Pennsylvania Historical Society, 
the Franklin Institute and several! 
houses owned by Philadelphia Chap- 
ter members. The annual business 
meeting will be held on May 19 and 
will be followed by a cocktail hour 
and annual banquet. 
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Labor Dept. Investigates 
(Continued from page 167) 
the minimum 


time. As of March |! 

wage was boosted from 75 cents to 
a dollar an hour. This conceivably 
could cause a spread of the low-cost, 
poorly-paid homework operation. 

Federal and state laws prohibit 
such operations just as do the laws 
against speeding on the highways. 
But, experience has shown that the 
prohibitive laws in themselves do not 
effect a cure. 

It is the objective of the associa- 
tion and the cooperating Federal 
agencies to stamp out the practice. 

Since discovery of violators is a 
most important step in such enforce- 
ment, the industry organization, with 
its large membership, is playing an 
important role. 

Cooperation of its members in re- 
porting indications of illegal home- 
work activity has been bringing to 
light many operations that have been 
thriving in the dark. 

Involved in violation of existing 
laws are not only the home shops but 
also manufacturers who farm out 
work to sub-contractors, who in some 
cases quietly distribute the work to 
illegal home operators. Having little 
or no overhead, they can better the 
price of the legitimate jewelry shop 

Under the current enforcement 
campaign, the manufacturer engaged 
in interstate commerce who know- 
ingly or without taking proper pre- 
cautions channels work through a 


sub-contractor of the illegal home 
workshop may be held responsible for 
the resulting violation of the Fair 
Labor Standards Act. He can have 


issued against him a “hot goods” in- 
junction which would stop him from 
shipping in interstate commerce any 
goods made in violation of the act. 

The sub-contractor who 
the work to the illicit home shop is 
also deemed a violator of the law and 
is subject to legal action. 

George R. Frankovich, of the 
jewelers and silversmiths association 
pointed out these reasons for the as- 
sociation’s wholehearted participation 
in the enforcement program. 

“We represent the bulk of legiti- 
mate jewelry manufacturers who 
have the economic problem of main- 
taining a place of business in com- 
pliance with state and local regula- 
tion relating to sanitation, safety, 
ete. These places of business, often 
with large numbers of employees, ad- 
here closely to all federal and 
laws relating to wages, child labor, 
and habitually offer workers good 
wages and numerous fringe benefits. 

“When a few illegal operators 
chisel on wages as do the homework- 
when they completely eliminate 
fringe benefits, when they almost 
completely eliminate the overhead 
costs necessary for any legitimate 
establishment, they are able to offer 
merchandise at a price not only far 
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below the competitive level of a legal- 
ized manufacturer but they also 
present the customer a very false and 
misleading idea of values, making 
for a completely unfair, as well as 
illegal, type of competition.” 

Members of this association feel 
they are able to compete with any- 
one in the country that adheres to 
the same laws and regulations they 
do, but can’t compete with illegal 
operators who are offering goods at 
a price comparable in many cases to 
the price of imported goods manu- 
factured in countries with lower labor 
costs. 

The association points out that it 
has been particularly concerned that 
the campaign be pursued with equal 
vigor in all sections of the country 
that have jewelry centers. 

At the moment the jewelry indus- 
try is subject to a three-way squeeze 

the illegal sub-contractor and 
homeworker, the growing imports of 
foreign made jewelry, and the new 
minimum wage rate 

The new minimum is a fixed factor, 
affecting the entire country. The in- 
dustry is constantly waging battle 
against imports in an endeavor to 
protect the American wage standard. 
Its successful move against illegal 
homework is likewise aimed at keep- 


ing the industry competitive and 
healthy 
Jeweler in Wilkes-Barre, Pa. 
Presents Bracelet as Prize 

Mrs. Howard L. Vanden - Brand, 


Forty-Fort, Pa., was awarded one of 
the top prizes in a national contest 
sponsored by Photoplay, a movie mag- 
AZine. 





RECEIVES PRIZE: Mrs. Howard L. 


Vanden-Brand, Forty-Fort, Pa., re 

ceives palladium bracelet that she won 

in movie magazine contest. l’resenta- 

tion is made by William K. Wilson, 

Frank Clark jewelry store, Wilkes- 

Barre, Pa., who seems to like his aa- 
signment. 


Her prize, a palladium bracelet set 
with diamonds and sapphires, was 
presented to her at the Frank Clark 


jewelry store, 63 South Main S5t., 
Wilkes-Barre, Pa. The bracelet was 
designed by Spinl Manufacturing 


Jeweler, 27 Eldridge St., New York. 
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Emanuel Kohner, president of Max 
Kohner, Inc., 21 West Baltimore St., 
Baltimore, Md., wholesale jewelers, 
died on March 10. He was 59. Mr. 
Kohner served in World War I and 
then joined the family business 
started by his father, Max Kohner, in 
1885. An inveterate traveler, he said 
that there were few places in the 
world that he and his wife had not 
visited. He is survived by his widow, 
Mrs. Carlyn D. Kohner, who will 
carry on the business. 


Paul Pastor, 54, sales representative 
for the material sales division of the 
Bulova Watch Co., died March 4 of a 
cerebral hemorrhage. He was widely 
known and had many friends in the 
industry throughout the country. He 
is survived by his widow, Mrs. Daisy 
Pastor; two daughters, a brother and 
sister. 


Edward Bauerle, Sr., 81, a jeweler in 
Waco, Texas, for 35 years, died on 
February 15. Known as the “Busy 
Jeweler,” Mr. Bauerle was born in 
Baden, Germany, and came to Waco 
in 1895. He went into the jewelry 
business with his half-brother, the 
late Fred Studer, and in 1917 opened 
his own business. He retired in 1952. 
He is survived by his widow, Mrs. 
Catherine Bauerle, two sons and four 
daughters. 


Emil Pick, 87, an associate of the 
New York firm of Hammel, Riglander 
& Co., Inc., for the past 73 years, died 
February 17 in Chicago. He joined 
the New York office of the firm at the 
age of 14 and served there for 22 
years, part of the time as manager of 
the optical department. He celebrated 
his 50th year at the Chicago office in 
1954. He was also associated in re- 
cent years with William Mauch, 29 
Fast Madison St., Chicago. On Au- 
gust 17, 1953, members of the trade 
staged a surprise party marking the 
70th anniversary of his entry into the 
jewelry business. 


Samuel S. Figg, 80, a retired jeweler 
in Des Moines, Iowa, died February 
16. He had been engaged in the 
jewelry manufacturing business for 
more than 60 years and was formerly 
a member of the firm of Figg and 
Stilling and later worked for the 
Plumb Jewelry Store and Master- 
craftsmen Jewelers. 


Coleman E. Isaacs, 70, president and 
founder of Coleman E. Isaacs & Co., 
costume jewelry importers and whole- 
salers, 45 West 34th St., New York, 
died on February 20. He is survived 
by his widow, Bernice, and two sons. 


Aaron Goodkind, 56, founder and 


president of the International Dia! 
Co., makers of watch dials, died on 


February 20. He is survived by his 
widow, Mrs. Tessie Goodkind, and 
several brothers and sisters in Latin 
America and in Europe. 


Morris J. Bernstein, 76, retired 
jeweler of Niagara Falls, N. Y., died 
on February 12. He had been the 
owner of Morey’s Jewelers, 126 Falls 
St., until his retirement. His widow, 
a son and daughter survive him. 


Robert J. Martin, Sr., 72, jeweler and 
civic leader of Farmville, Va., died on 
February 26 while on vacation in 
Florida. Mr. Martin, who was a past 
president of the Virginia Jewelers 
Association, had operated his store 
in Farmville for more than 50 years. 
His widow and two sons survive. 


S. 8S. Kaufman, owner of the jewelry 
store of the same name at 823 Caro- 
line St., Fredericksburg, Va., died on 
February 2 at the age of 75. He 
started his jewelry career at 16, work- 
ing as an errand boy for a watch- 
maker. Later he learned the watch- 
making trade and purchased an 
interest in the business. After buying 
out his partner, a disastrous fire 
caused him heavy financial loss, but 
with faith in the jewelry trade, he 
opened up another store in the next 
block, where the business has _ re- 
mained to this day. He is survived 
by his widow, the former Miss Hattie 
Rider, and a sister. 


William B. Ogush, 60, Dies: 
Headed Watch Case Company 


William B. Ogush, 60, president of 
the Diamond Watch Corp., watch case 
manufacturers, 608 Fifth Ave., New 
York, died on March 3. 


WILLIAM B. OGUSH 


A native New Yorker, he founded 
Ogush Brothers in 1926 with his 
brother, Benjamin. In 1930, Benjamin 
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S. Katz, who later became president 
of the Gruen Watch Co., joined the 
concern, and the name was changed 
to Katz & Ogush. 

Mr. Ogush acquired control of the 
company in 1936, and when his 
brother died in 1941, he changed its 
name to William B. Ogush, Inc., and 
became president. Subsequently, the 
company developed into one of the 
largest in the industry. 

In 1951, Mr. Katz, then president 
of the Gruen Watch Co., acquired 
control of the Ogush firm. Mr. Ogush 
became a vice-president of Gruen, an 
office he held for one year. He then 
founded the Diamond Watch Co., be- 
coming its president. 

During World War II, Mr. Ogush 
founded a seperate company that was 
devoted exclusively to the cutting of 
precision crystals for use in_ the 
manufacture of radar and radio in- 
struments. He dissolved this enter- 
prise after the war was over. Also 
during World War II, he joined in 
the nationwide search for scrap metal, 
collecting dies valued at $250,000. 
These were turned over to the govern- 
ment for the production of tool steel. 

Mr. Ogush served as chairman of 
the executive committee of the Jewel- 
ers Vigilance Committee, as president 
of the Jewelry Crafts Association, 
and in 1946 as president of the 
Twenty Four Karat Club of the City 
of New York. 

Philanthropic activities of Mr. 
Ogush included his being chairman of 
the jewelry industry committee of the 
Red Cross for several years, and 
membership on the committee for the 
Conference of Christians and Jews. 

He is survived by his widow, Mrs. 
Elizabeth Ogush, a son, two sisters 
and a brother. 


Administrators Sought 
For Wartime Emergency 


The government is on a _ high- 
powered talent hunt for businessmen 
who will help run the country in war- 
time. Citizens with distributive expe- 
rience are just as necessary as indus- 
trialists or economists. 

All government departments are in 
on the hunt. Recruits for the “execu- 
tive reserve” will attend short train- 
ing courses in Washington once a 
year, and be ready for immediate cal! 
in an emergency. Between training 
sessions, the reservist will receive in- 
formation on the wartime plans of 
the agency to which he is connected, 
and will take part in tests. 

Many will be stationed near their 
home towns, since the government 
will be run from dispersed locations 
in case of an attack. 

There has been some talk of the 
government actually drafting busi- 
nessmen into the executive reserve, 
but officials are going to try the vol- 
untary recruiting first. 


FOR APRIL, 1956 


Pending Bill Would Affect 
Small Businessmen’s Taxes 


The Smaller Business Association 
of New England is supporting a tax 
measure sponsored by Rep. Patman, 
D., Tex., which would give some tax 
relief to small businessmen. 

The association says it favors the 
Patman bill over several other mea- 
sures also designed to give small busi- 
ness a tax break. At present, the 
basic corporation rate is 30 per cent 
on the first $25,000 in profits. The 22 
per cent surtax is added on to profits 
over that amount. The Patman bill 
would make the basic tax 22 per 
cent, and graduate the surtax so that 
the larger corporations would pay 
more taxes and smaller firms less. 


Other pending bills would raise 
the surtax base from the present 
$25,000 in profits to $50,000 or $100,- 
000. 


Wholesale Sales Show Drop 


The monthly wholesale trade re- 
port issued by the Census Bureau of 
the Department of Commerce, shows 
that wholesale jewelry sales declined 
48 per cent in January compared 
with December 1955. 


Wholesale sales generally declined 
nine per cent compared with Decem- 
ber, but were 12 per cent higher than 
in January 1955. 
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After 18 years of association with 
the U. 8. Jewelry Co., which recently 
went out of business, New System 
Watch Repairing has announced that 
it has moved to new quarters on the 
second floor at 5 North Liberty St., 
Baltimore, Md. The firm which has 
been in the business of repairing 
watches to the trade for the past 20 
years, employs 10 watchmakers. 


George Rosenberg has been appointed 
manager of Elliot’s Jewelry Store, 
Capitol St., Charleston, West Virginia. 
Hie was formerly with Kay jewelry 
store organization in Columbus where 
he spent three years. 


rr 


Mintz Jewelers, moved March 7 to a 
new location across the square at 
Gainsville, Ga. The store was for- 
merly located at 115 West Spring St., 
Gainsville, 


Friedman's Jewelers will open a new 
store at the Crossroads Shopping 
Center, Savannah, Ga. It will bring 
to 43 the total of Friedman's stores 
located in the South from Florida to 
Virginia. The new unit will feature 


Baltimore Jewelers Attend 
Annual Meeting and Dinner 


More than 250 members and guests 
of the Jewelers Association of Balti- 
more attended the 28th annual meet- 
ing and dinner dance of the associ- 
ation, held February 29 at the Emer- 
son Hotel, 

Lloyd Overbeck, of Theodore Over 
beck & Son, was elected president. 
Other officers elected were Robert W. 
Culp, James R. Armiger Co., Ist vice- 
president; Jules E. Morstein, Jules E. 
Morstein jewelry store, 2nd vice-pres- 
ident; Jerry Weingroff, American Jew- 
elry, Co., treasurer; William G. Ewald, 
Retail Merchants Association, secre- 
tary; and Esther Stevens Stumpner, 
Retail Merchants Association, assis- 
tant secretary. 

Named as directors were Gabriel 
M. Bleakman, Henry Brown, Marvin 
Caplan, Richard H. Erlanger, 
Howard C. Heiss, Jr.; Rodney G. 
Stieff, Alfred Sundheim and E. L. 
Sutcliffe. 

Edward G. Kibler, Kibler’s Jewel- 
ers, was chairman of the nominating 
committee, and Richard H. Erlanger, 
S. & N. Katz, was chairman of the 
program and entertainment com- 
mittee. 

Following four acts of entertain- 
ment, a television set was awarded 
by drawing. Dancing continued until 
midnight. 


SOUTH 


modern design in both layout and 
equipment. The main store and ex- 
ecutive offices of the firm are located 
at Whitaker and Broughton Sts., 
Savannah. 


Saslow’s Inc., with headquarters in 
Greensboro, N. C., have announced 
plans to open a jewelry store in the 
Nowell Building, 2nd St., N.W., Hick- 
ory, N. ¢ 


Cliff Harris Jewelry & Camera Co., 
203 Dauphin St., Mobile, Ala., has 
opened a new remodeled store. Stock 
includes electric housewares, clocks 
and radios. 


Mr. and Mrs. David Bridgman are 
operating a new store, Hazel’s Jew- 
elry, at 12 East Church St., Orlando, 
Fla. The staff includes two watch- 
makers. 


The Zale Jewelry Co. with headquar- 
ters in Dallas, Tex., has purchased 
five stores in Georgia, Tennessee, 
Alabama and Mississippi. The sale 
was concluded in Columbus, Ga., by 
William Zale, vice-president. 


Donald Wolpe Elected Head 
Of Washington Jewelers Group 


Donald Wolpe was elected president 
of the Greater Washington Retail 
Jewelers Association at the group’s 
annual meeting recently. 

Other officers named were Arthur 
Sheinbaum, vice-president; Katherine 
Everhart, secretary; A. H. Hochberg, 
treasurer, and Henry H. Brylawski, 
executive secretary. 

Elected rmaembers of the board of 
directors were C. C. Anderson, David 
Mann, Louis Nyberg, Jack Rosenberg, 
Allen Rothstein, Charles Schwartz, 
S. Alexander Tobey, Joseph Walsh 
and William Wright. 

The association represents about 
150 jewelers in the greater Washing- 
ton, D. C., area. 


Visits Mine. Finds Diamond 


A Texas woman, who recently vis- 
ited the Crater of Diamonds, Mur- 
freesboro, Ark., the only diamond 
mine in North America, found a 15% 
carat diamond valued at $15,000. 

Mrs. A. L. Parker, of Dallas, came 
away from her sightseeing expedition 
about $11,250 the richer. Under the 
rules of the mine, the finder keeps all 
but 25 per cent of the stone’s ap- 
praised value. 
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New England News 
(Continued from page 179) 


Max Shuster, jeweler, 816-A Washing- 
ton Building, is back from a Florida 
vacation trip with Mrs. Shuster. 


Miss Carole Bloom is the new recep- 
tionist at the J. & 8S. S. DeYoung Co. 
offices, 517 Washington Building. 


Herbert W. Stranger, Sr., of Sonac 
Corp., spent a week’s vacation in New 
York City with Mrs. Stranger re- 
cently, Harry Nieman, 
resentative in Maine, New Hampshire, 
and Vermont, is planning to spend 
a few days fishing the day the 
goes out on Moosehead Lake. 


Herbert W. Stranger, Jr., of the H. 
W. Stranger Co., 305-306 Washing- 
ton Building, now in process of liqui- 
dation, is back from a Florida vaca- 
tion trip with Mrs. Stranger. Robert 
G. McLaren, of the Stranger Co., is 
still the list, 
ing serious illness. 


ponac rep- 


ice 


on “absentee” follow. 


Rudolph Aceti, jeweler of Framing- 
ham, new and 
larger store which he expects to oc 


cupy about September 1. 


Mass., is building a 


Louis Cormier, of South- 
bridge, Mass., has given up his branch 
store in Daytona Beach, Florida, and 
is planning formal] opening of a new 
store, a few from 
location, sometime in April. 


jeweler 


doors his present 


Clinton Maynard, of Maynard’s Jew- 
elry Store, Somerset, Mass., has just 
finished remodeling, and adding a new 


diamond room in his store. 


John Bielawski, Worcester, Mass., 
is back at work, following a hospital 
stay. 


G. W. Fairchild & Sons, Co., Bridge- 
port, Conn., are planning opening a 
new branch store shortly in the West- 
port, Conn., Shopping Center. 


Norman Rieffarth, Jr., son of Norman 
Rieffarth, New England 
tive of Volupte, Inc., is a trainee 
salesman for International Silver Co. 
in the general merchandise division. 
Royce Haskell, jeweler of 
N. H., became father of twin boys at 
the end of February. 


representa- 


S. G. Shultz, watchmaker for a num- 
ber of years with Clifford Atkins, 
Bennington, Vt., has gone into 
ness for himself, doing work for 
trade. 


bus! 
tne 


Materials Co.. 
Building, is in 


Rosman. 


Leo Rosman, of Hub 
408-411 Washington 

Florida with Mrs. 
A. Earl Wilson, Springfield, Vt., was 
reelected recently to a third term as 
president of the Springfield Chamber 
of Commerce. 

Louis Simonds, jeweler of Keene, N. 
H., is planning opening a_ branch 
store in Brattleboro, Vt., about May 1 


Walter Sawyer, of Sawyer’s Jewelry 
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Littleton. 


Store. Keene, N. H., has been confined 
in the Elliot Community Hospital! 
in Keene for several weeks, due to 
illness. 


E. J. “Jockey” Johnston, and Mrs. 
Johnston stopped at the Boston Gift 
Show on their way home from Ocala, 
Florida, where they spent a “golfing” 
vacation. 


Paul Hill, formerly 
Jewelry Store, Lexington, Mass., plans 
to open a new store of his own in 
South Sudbury, Mass., on May 1. 


with Anderson’s 


Francis Dubois, formerly associated 
with his father, A. J. Dubois & Sons, 
real estate, in Woonsocket, R. L, 
planned to open a store of his own 
on Social Street, Woonsocket, about 
April 15, to known Dubois’ 
Jewelry. 


he as 


Mr. and Mrs. G. Kuhn and their son, 
Robert, have returned from a three- 
week stay at Miami Beach, Fla. Kuhn 
is the owner of the Kuhn Jewelry 
Co., 469 Essex St., Lawrence, Mass. 


Van Howes, of Jean P. Howes Com 


pany, Keene, N. H., died on Feb 
ruary 22. 
John B. Cantin, of John B. Cantin, 


Inc., Manchester, N. H., died on Feb 


ruary 6. 


Frank H. Mowrey, of F. B. Howard 
(o., Rutland, Vt., died on March 1 
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RING 


SIZER 


ALLOWS SMALL 
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of rings. 


@No scratching 
No marring. 


@ Reducing die with 16 
sizing holes permits 
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SOLDERETTE 


Now you can solder faster, with 
greater precision using the new 
SOLDERETTE. Quickly dial the 
proper heat for soldering any metal. 
Plenty of output for hard solders. 
Many accessories help simplify 
your most difficult soldering tasks. 
Solderetie is also used in the 
dental trade, industrial work, elec 
tronic field and hobby field, It is 
a rugged instrument you will use 
daily for years. Low priced, con- 
sidering its versatility and long 
lasting quality, only $38. 


BUY SOLDERETTE 


Erom Your Newall Jobber 








WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRAOLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. Cc Peoria, til. 
Students may enroll at any time of the yeor 








WATCH REPAIR 


Dependable Fast + Economical 


Cooper s Watch Repair Co. 


+ 48¢h Street ? 


’ ; 9 
, Fe, 4 : 


Ploar 








-HICAGO 


The February 21 meeting of the IIli- 
nois Watchmakers Association, held 
in the Blue Note, featured an unusual! 
showing of color slides taken by 
Walter Strauss during the world fa- 
mous New Orleans Mardi Gras as well 
as other outstanding vacation photo- 
graphs in his collection. By request, 
many of the members brought their 
favorite timepieces with them to the 
meeting and an interesting discussion 
of the mechanisms and unusual fea- 
tures of these watches enlivened the 
evening’s program. 


Mr. and Mrs. Harry Pakula, Pakula 
& Co., 28 South Wabash, have re- 
turned from their vacation stay in 
Miami Beach weil rested and tanned. 


Mr. and Mrs. Mitchell J. Dimand, 
Gaines & Gaines, Inc., 5 North 
Wabash, are back in Chicago after a 
three-week buying trip in the East 
and a brief vacation in Florida. 


Fred N. Whitney, sales representa- 
tive for Metal Art Co., 31 North 
State, has been confined to his home 
in Riverside, Ill., for the past four 
weeks because of ill health. 


Neil Schur, Van Schyndle, Inc., 36 
South State, is the proud father of a 
daughter, Debra, who arrived in 
February. This event makes Mr. and 
Mrs. Maurie M. Schur grandparents. 
They are currently vacationing in 
Miami Beach prior to attending the 
eastern markets for the fall and win- 
ter lines. 


Mr. and Mrs. Frederick M. Gottlieb, 
Frederick M. Gottlieb & Co., 55 East 
Washington, are winding up a three- 
week vacation in Phoenix, Ariz. Ac- 
companying them on the trip are 
their son Richard, assistant secretary 
of the company, and his wife. 


Joseph Goldstone, president of Impe- 
rial Pearl Syndicate, Inc., 5 North 
Wabash, and his wife have sailed on 
their annual trip to Japan. They ex- 
pect to be away about five weeks. 


Dick Showerman., Weiss, 29 
East Madison, recently left for 
Europe on a business trip. He expects 
to return with many new and unusual! 
items for the American market. 


Mr. and Mrs. Dave Martin, Martin 
Jewelers, 214 South State, celebrated 
the marriage of their son Jared J. 
Martin to Miss Sharon Hillman of 
Chicago on January 15. After a 
honeymoon trip to Florida, the groom 
left for Orleans, France, where his 
bride hopes to join him in the neat 
future. Jared, a private in the U. 8. 
Army, still has another year to serve 
with the armed forces. 


Tessler 


Mr. and Mrs. William Boots, Foster 
Meta! Products, 29 East Madison, are 
receiving congratulations from their 
friends in the jewelry industry on the 
arrival of a son March 8. 


Mr. and Mrs. Richard Kaplan, Poole 
Silver Co., 29 East Madison, became 
parents of a son on March 7. 


Mr. and Mrs. KB. Branman, Macy’s 
Jewelers, 55 West Van Buren, have 
returned from St. Petersburg, Fla., 
after a two-week vacation. 


Christine Adams, formerly with the 
House of Belgrade, has joined the 
staff of Trading Corp., 55 East Wash- 
ington. 


Mr. and Mrs. Jerome Berger, Macy's 
Jewelers, vacationed in Florida. They 
are back from a two-week stay in 
Miami Beach. Berger is currently 
vice-president of the Jeweler Associa- 
tion of Greater Chicago. 


Clarence Olsen, president of the Olsen 
& Ebann Jewelry Co., 209 South State 
St., has sailed for Europe on a five- 
week buying trip. While there, he will 
visit various jewelry centers search- 
ing for special merchandise to cele- 
brate the firm’s 50th anniversary 
which begins in June. 


Mrs. Peg McGreevy, wife of William 
H. McGreevy, Haywood Co. represen- 
tative, is recovering after a six-week 
stay in hospital. 


James H. Napier Co., 36 South State 
St., has announced that Doris Day, 
stage, screen and TV star, is endors- 
ing several of its jewelry creations. 
The fact is being utilized in the firm’s 
advertising and public relations 


F, H. Noble & Co., 29 East Madison, 
reported that two deaths oc- 
among members of the staff 
week. George E. Crawley, 
personnel manager, died March |! 
after a brief illness. He had been 
with the company for 15 years. His 
widow and two survive him. 
William Neuverth died after a heart 
attack on February 28. He had been 
with the company for 15 years and 
in charge of the engraving de- 


have 
curred 
within a 


sons 


was 
partment He is survived by his 


widow, a son and a daughter 


halch, Case 


Our work costs no more o 
than ordinary work 


| BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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Jewelry Industry Leaders Organize 1956 UJA Campaign 





INDUSTRY LEADERS PLAN UJA CAMPAIGN: Campaign leaders at recent 


organizational meeting were (l-r) Louis Heyman, Oscar Heyman & Brothers. 


chairman of the manufacturing jewelers division; S. Robert Abrahami, of Israel, 

guest speaker; Isadore Gratz, Louis Gratz & Sons, vice-chairman of the jewelry 

industry group; Stephen W. Hofman, Diamond Distributors, Inc., co-chairman 

of the advisory board; William Rosenwald, general chairman of the National 

UJA; and Alexander Arnstein, Arnstein Bros. & Co., chairman of the general 
diamonds division. 


Max Jacoby, president of Jacoby- 
Bender, Inc., was named genera! 
chairman of the jewelry industry’s 
drive for the United Jewish Appeal! 
of Greater New York at a recent or- 
ganizational meeting. 

A special gifts dinner will be held 
at the home of Benjamin Lazrus, 
Benrus Watch Co., during the week 
of April 15, and the industry’s spe- 
cial dinner will be held at the Hotel 
Pierre on May 3 

The meeting was addressed by Wil- 
liam Rosenwald, national general 
chairman of UJA, who spoke on the 
special survival fund drive which will 
be used to help Jews in North Africa 
migrate to Israel. A. Robert Abra- 
hami, an executive of the Uvad Gad 
Pipe Co., of Israel, talked on the 
vast irrigation program which has 
made desert areas fertile 


Jewelers Board of Trade 
Holds Annual Elections 


At a meeting of the Jewelers Board 
of Trade on February 17, Lester 5S 


Wall, R. Blackinton & Co., North 
Attleboro, Mass., was elected presi- 
dent 


Also elected at the meeting were 
Jared E. Allen, Oneida Ltd. Silver- 
smiths, first vice-president; William 
EK. Smith, Irons & Russell Co., Inc., 
vice-president; Horace M 
Peck, treasurer; Vincent F. Chap- 
secretary and assistant trea- 
surer; and Edward A. Henry and 
Harry J. Meyers, assistant treasurers. 

The executive committee for 1956 
consists of Lester S. Wall, William 
E. Smith and Edgar E. Baker. 


second 


mani, 
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Canadian jewellers Elect 
Bertrand Gerstein President 


Bertrand Gerstein, Peoples Credit 
Jewellers, 118 Yonge St., Toronto, On- 
tario, Canada, was elected president 
of the Canadian Jewellers Association 
at the organization’s annual meeting 
held on February 20. 


BERTRAND GERSTEIN 


Other officers elected were J. C. 
Grier, Parker Pen Co., first vice-pres- 
ident; lan MacKenzie, Ostranders 
Jewellers Ltd., second vice-president, 
and Joseph S. Bliss, Oneida L4d., 
honorary treasurer. 

Fred E. Belsham is the immediate 
past president of the association. 








SALESMEN 
WANTED 


in the Southern and Eastern states 
to back up ERNEST BOREL’s 1956 
National Advertising Program 


You will be jcining a team of suc 
cessiul men, most of whom opened 
their territories for ERNEST BOREL 
and are now reaping the benelits 
of sound, steady growth — created 
by integrity of product, aggressive 
merchandising and an wncompro 
mising distribution policy 


We want personable, energetic men 
with a good following among bet 
ter jewelers, and carrying one of 
two non-conflicting side-lines of su 
perior quality. Straight commission 
basis 


If you meet these requirements, 


send full details, and references. to 
Sales Manager 


BOREL WATCH CO. 


1002 Walnut, Kansas City, Mo 














monograms on a Dangle Bracelet 
{monogram 'I"') and a PIN (monogram I',"") 
in Sterling with the clean, distinctive tines 
prociaiming another of Leonore Doskhow's ox 
clusive designs 

Bracelet—-No. Fili—$11.00 Retail 

Pin ~No. Wli— $750 Retail 


Send for Literature 


LEONORE DOSKOW, INC. 


MONTROSE NEW YORK 








Known for the Quality 


of its Training 


Chicago School 
of Watchmaking 


Established 1908 
Approved under G.I. Bill 

Member National Home Study Council 
Srupy Training Program will 

ewelier who waentse a more 
profitable repair department. Train yourself 
Home “Study can be tollowed 
resident training if de 
sired. Find out about the excellent coopers 
tion (SW offers you Send tor free intor 


mat today 


CHICAGO SCHOOL OF WATCHMAKING 


2330 N. Milwaukee Ave., Dept. JCK 2 
Chicago 47, illinois 


€ deve llome 


interest every 


emiplivry e¢ 


by short inmtensive 


in 











Headquarters for tarnish- proof 
chests, cases, rolls end bogs 
for silverware 


EUREKA MPG. CO., inc. Taunton, Mess 
Leading manelectarers of containers for mieerware 
aimee 10784 


Descriptive leaflets and prices sent on request 








187 














DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 


CINCINNATI . DALLAS 














HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 €. Fourth Street, Cincinnati 2, Obie 


Distributors 
Diamonds Jewelry 


Clocks 
Appliances 


Silverware 
Electric Shavers 


55 Years of Service Plus 


Write for our 1956 Red Book 











fine Craftsmanship 


Engraved Wedding Invitations 


prepared for those 


CUSTOMERS of the JEWELER 


whe want the 
FINEST in QUALITY 


Here i¢ additional money tor you, plus the 
satisfaction of doing a complete job for your 
most particular customers you wish to take 
orders for Wedding tnvitations, Thank-you 
Notes, etc.. send for our distinctive order 
taking Sample Book today 


WILL ECKER & CO. 
414 M. TWELFTH BLVD 
$7 touls |. moO 


—R OU 


Nebedy can beet eur tig men 


igi tL 


FAST © DEPENDABLE 
Watches end Clocks (ANTIQUE & MODERN) 
jeweiry—Cameras—Bineculars. 
Hequest trade price liet end free shipping labels 
One titel will gonmeinee pou 


MODERN TECHNICAL SUPPLY CO. 
en Depe, 410K, SS W. 42 Se, N.Y. 36, & YZ 

















|The wholesale firm 
| Kovac Co. has tripled its space in the 
| Enquirer Building. The firm was an 
| exhibitor at the Cincinnati Gift Show 
|| in mid-March. 











Monutecturers FINE POCKET KNIVES 


Ps = @ 
athe 


Accessories Jewelry 


THE JEWELRY & CUTLERY MOVELTY CO. 


Nerth Attiehereo © Massachusetts 
Through Leading Wholesalers 


%a, 0 








DIAMOND S 


IMPORTANT SINGLE STONES IN FANCY AND 
ROUND — RARE COLORED DIAMONDS 


WRITE, WIRE OR PHONE 


MARTIN |. HARMAN 


M West 47 Street New York 6. WN. Y. 
Plesa 7.2646 
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Among spring vacationers in Florida 
were Harry Greenwold, president of 
the Harry Greenwold, Wallenstein- 
Mayer Co., wholesalers, at 31 East 
Fourth St.; Julius D. Jacobs, ZIJr., 
president of D. Jacobs Sons Co., 
wholesalers at 325 East Central 
Parkway; Mark Herschede, president 
of the Frank Herschede Co., retailers, 


and George E. Brown and Maury 
_Gerwe of the 
| wholesalers at 817 Main St. The latter 


Gerwe Brown Co., 


two are annual vacationers at Tampa 


during March, when the Cincinnati 
Reds are in training, and Gerwe was 


pictured recently in a local news- 
paper with a member of the team. 


Reported to be convalescing nicely 
from recent surgery are Mrs. Robert 
Faigle, whose husband is a member 


of the firm of Faigle Brothers, manu- 
| facturers at 12 East Sixth St.; 
_Hanekamp of Albert & Hanekamp, 
'Ine., manufacturers at 5 East Fifth 


Joseph 


St., and William Heitzlu, a jeweler 


'with the firm. 


of Flanagan 


Mark P. Herschede, president of the 
Frank Herschede Co., retailers, was 


| elected president of the Sigma Chi 


which owns and oper- 
Cincinnati 


Building Co., 
ates the University of 
chapter house. 


Norbert T. Meehan, associated with 
D. Jacobs Sons Co. for 31 years, is 
now southern sales representative for 


| A. G. Schwab & Sons, Inc., wholesalers 
| at 229 East Sixth St. 


Haberman Sales Co., wholesalers at 


31 East Fourth St., is exhibiting 


costume jewelry at apparel shows in 


Ohio this spring. 


Indiana Jewelers Association 


To Hold Convention April 8-9 


The Indiana Retail Jewelers Asso- 
ciation will hold its 49th annual con- 
vention at the Severin Hotel, Indi- 


_ anapolis, on April 8-9. 


Speakers at the convention will in- 
clude Norman J. Beatty, general 
counsel for the Indiana Department 
of State Revenue; Peter J. Sietter- 
dahl, editor of the Journal of the 
National Association of Retail Drug- 
giste; and Oscar W. Cooley, editor 


and teacher of economics, Indianapo- 
| lis, 


The program also features the elec- 
tion of officers for 1956 and a ban- 


_ quet with dancing and entertainment. 


Elected Masonic Club Leader 


Charles E. Richter, Richter Jewelry 
Co., 6th and Main Sts., Cincinnati, 
Ohio, was elected president of the 
Masonic Club at a luncheon at the 
Netherlands Plaza Hotel, Cincinnati, 
on February 17. 


Jewelry Industry Council 
Promotes Father's Day Gifts 


The Jewelry Industry Council has 
announced that it is promoting the 
sale of jewelry store merchandise for 
Father’s Day, June 17, by sending 
photographs of gifts, suitable for the 
occasion, to newspapers. 


Seen in the photo are a four-piece 
steak and game set in sterling, an 
appointment clock with a bell that 
announces the hour of an appoint- 
ment, a gold-filled pen and pencil set, 
and a tie bar and cuff link set. The 
model wears an onyx ring set in 
yellow gold and a wrist watch. 


Russians Plan Build-Up 
Of Horological Output 


Russia, as part of her latest crash 
industrial expansion program to pro- 
duce self-sufficiency, is going to build 
up her horological output by a little 
better than 75 per cent in the next 
five years. 

Nikita Krushchev, Russian Commu- 
nist Party boss, revealed in his speech 
before top party leaders, recently, 
that the Soviets would produce 32.6 
million horological instruments a year 
by 1960. At present, according to 
U. S. Commerce Department figures, 
the Russians turned out 19.5 million 
watches and other timepieces in 1955. 

Kruschev, according to translations 
of his speech, stressed the need for 
developing horological industry skills 
to go with the age of guided missiles 
and jet planes, 
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Horological Institute Holds 
Board of Directors Meeting 


The board of directors of the Horo- 
logical Institute of America met at 
the Hotel Knickerbocker, Chicago, on 
January 29, to discuss the problems 
arising as a result of the expanded 
certification and public relations pro- 
gram being conducted by the insti- 
tute. 

The board also made plans for the 
annual meeting of the organization 
to be held at the Willard Hotel, 
Washington, D. C., on May 21. 

The intense interest on the part of 
watchmakers in the certification pro- 
gram has resulted in many new mem- 
bers, and because of this, the board 
has decided to concentrate its activi- 
ties on this program. 

Another result of the program has 
been the affiliation of the newly form- 
ed Greater Washington Watchmakers 
Guild with the HIA. All members of 
this group will automatically belong 
to the GWWG and the HIA. 


ae 


Gruen to Change Name 
(Continued from page 167) 


president of Gruen, following ap- 
proval of the move by the company’s 
hoard of directors. Management 
asked proxy support for the change in 
anticipation of a special shareholders’ 
meeting on March 19 in Cincinnati. 

Object of the change to Gruen In- 
dustries is to provide the watch com- 
pany with a name which will incor- 
porate the diversified activities under- 
taken by Gruen since reorganization 
year ago. 

Authorization of the 650,000 addi- 
tional shares, Mr. Weitzen said, will 
provide resources for the capitaliza- 
tion of additional acquisitions and in- 
crease the flow of working capital 
into Gruen’s expanded industrial and 
defense divisions. 

With the 


ore 


Gruen 
Watch 
division of 


establishment of 
Industries, Inc., the Gruen 
Co. will be designated a 
the parent company. The Waterman 
Pen Ltd., which has subsidiary 
organizations in the United States 
and abroad, will be listed as a subsidi- 
ary of Gruen Industries. Other sub- 
sidiaries will include Gruen Precision 
Inc., for the engineer- 
ing and development of industrial and 
defense products; Gruen National 
Watch Case Co. of Cincinnati; Gruen 


Co., 


Laboratories, 


Watch Manufacturing Co., S. A. of 
jsienne, Switzerland: and Gruen 
Watch Export Co., S. A. of Geneva, 


Switzerland. These are all 
owned corporations. 

In addition to the Gruen Watch Co.., 
divisions of Gruen Industries will in- 
clude Precision Products with a plant 
at Norwood for the manufacture of 
industrial and defense products and 
the Electronics Division with a plant 
at Reading, Ohio, for the manufac- 
ture of electronics and precision in- 
‘struments, 
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Gold Filled Manufacturer 
Moves To Bigger Location 


Van Dell Corp. of Providence, 
manufacturer of gold-filled and ster!- 
ing jewelry, has moved its factory 
from 185 Eddy St. to the entire third 
floor of the Wall Building, 162 Clif- 
ford St., Providence. 

In the move, the 17-year-old com- 
pany has expanded its plant by more 
than 50 per cent and has achieved 
both modernization of facilities and 
a better production flow. 

Angelo Del Sesto, owner, president 
and treasurer, says the company’s 
employment potential has been vir- 
tually doubled by the move. 

Completely renovated, the new Van 
Dell home provides an expansion of 
every department, new equipment, 
up-to-date lighting and a location re- 
moved from the city’s flood district. 

The long benches often found in 
jewelry shops have been replaced by 
two-worker benches which can be ar- 
ranged to provide the worker a maxi- 
mum of natural light. The benches 
give the assembly department the 
appearance of an office. 

Del Sesto has operated Van Dell 
Corp. for 17 years. Prior to that he 
was president for 10 years of Barker 
& Barker, Inc., and for 19 years was 
an instructor in jewelry design at 
the Rhode Island School of Design 
in Providence. 


- --———— —— 


National Silver Co. Opens 
New Office and Showrooms 


Headquarters of the Nationa! Sil- 
ver Co. in a new four-story office 


building at 241 Fifth Ave., New York, 
were opened March 11 with an open 
house and buffet party. 





— 

Completely modern in design, the 
new structure has a facing of granite 
and marble and features the most ad- 
vanced techniques of merchandise 
display and lighting. 

The building, which is completely 
air-conditioned, will also serve as New 


York headquarters for the firm’s 
Royal Brand Cutlery Co. and Santa 
Anita Potteries Divisions and the 
F. B. Rogers Silver Co. 
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Linecolin’s birthday is past, yet, I 
cant heip but think that this great 
man gave much more to Rise country 
than history records 

My favorite Lincoinia is a simple 
‘tatement made in a Lineolin-Doug 
las debate, August 21, 1868. Here's a 
contribution to the business world 


Public opinion is everything 
With public opinion nothing can fall 
Without it nothing 


can succeed.” 


What Linecoin said applies to your 
business and mine 

With public epinion on your side 
chances of business success are good 

People think well of your com 
pany and ite policies. Without pub 
lic opinion in your favor, sales be 
come hard to make and your com 
petitora may win public preference 

A4¢ CIRCLE, the opinion of our 
customers isa important i think the 
general opinion in the trade i# a 
good one fuvera know they can 
depend on (‘irele feo quality faeh 
ion rigntnesas and févt time 
jewelry that sells, 

Hiowever, we offer more to our 
customers. That ia, the knowledm: 
that your problema are our prob 
lemma. We desire your participation in 
helping to create exciting costume 
jewelry Remember a new tdea 
jewelry file la like a cookie jar, it 
would soon be empty if you Keep 
taking without putting back an 
other batch 

We want our customers, amatil of 
lara« fo eontrifbute ideas fear the 
ereation of top-selling jewe in’ 

Ln fer publie epinion, iets Keep 
it on a friendly succeraful level 
wive you? eustomersa thie aiue ane 
etyling they int and oure eure 
to gain their preference 


Rien “_artne 


Sold Through Wholesalers Only) 


CIRCLE 


JEWELRY PRODUCTS 
The Mouse of Rhodium 





146 W. 24h F. NM. YT 
AL $-4068 
Sales Office: WO) Fifth Ave 


By Appointment 
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Crystal ae 
GLASS DISPLAY DOMES 


Individually Packaged for Safe 
and Easy Handling 
For Covering: Figurines, Clocks, Objects D’Art, 


Wedding Coke Ornaments. Supplied with Wal- 
nut, Mahogany, or Biack Wood Finished Bases 
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Hole at Toe. “Machine Made 
All Prices Net Wholesale 


CRYSTAL GLASS TUBE 
CYLINDER COMPANY 
1317 South Chicage Ave., Chicago 19, iMinels 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone Chine 
MASON'S Ironstone Ware IRISH BELLEEK 
JOUN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 
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Retail jewelry sales in Texas showed 
a decline in January of 11 per cent as 
compared with January 1955, accord- 
ing to figures issued by the University 
of Texas. 


Mark French, display manager of the 
Shaw Jewelry Co., Gunter Hotel, San 
Antonio, Texas, recently won an 
award in a national display contest 
conducted by Reed & Barton. 


Aaron Littman, credit manager of 
Gem Jewelry Co., Beaumont, Texas, 
spoke on “Credit and Collection” be- 
fore the Sabine-Neches Printers and 
Stationers Association. 


Wofford’s Jewelry Store, Burnet, 
Texas, recently installed a new glass 
front, including doors and display 
windows, as part of a modernization 
program. 


Miss Virginia Montague has been ap- 
pointed advertising manager of 
Arthur A. Everts, Inc., Dallas, re- 
placing Miss Nadine Heider, who re- 
signed to open her own advertising 
agency. 

Max J. Schwartz, technical director 
of the service division of the Bulova 
Watch Co., addressed a Bulova sym- 
posium on February 14 at the Rice 
Hotel, Houston. 


The four store chain of Kortz and 
Son, with stores in Denver, Engle- 
wood, Aurora and Pueblo, Colo., has 
been sold to Lewis Winters, jeweler 
and importer of diamonds and 
watches. Leo Lentsch, manager of 
the Winters-Branstetter Jewelry, Inc., 
Wichita, Kansas, will be the local 
manager of the stores. 


§. R. Weitz, partner in the Judd-Weitz 
Jewelry Co., 402 Central Ave., 8. W., 
Albuquerque, N. M., has announced 
his retirement and the termination 
of the partnership. M. Judd will con- 
tinue to operate the store under the 
name of M. Judd Jewelry Co. 


Jewelry and Leather Goods 
Subject of New Tax Bill 


A bill to repeal the excise taxes on 
luggage and handbags and jewelry 
costing less than $50 has been intro- 
duced in Congress by Rep. Clifton 
Young, R., Nev. 

Another measure, sponsored by 
Rep. Joseph Martin, R., Mass., would 
exempt from the excise tax the base 
of any table model mechanical! lighter 
if it is not made of metal. Chances 
of either bill passing this year are 
slight. Leaders of both political 
parties have agreed to extend exist- 
ing excise tax rates this year so that 


The Gem Jewelry Store, 54 Pear! St., 
Beaumont, Texas, will move to new 
quarters at 580 Orleans St. The 
store will spend $15,000 to remodel 
the new premises. 


Robert Hull, owner of Hull Jewelry, 
Holdrege, Neb., is celebrating his 
10th anniversary in business in Feb- 
ruary. Starting out as a repairman, 
he now operates his own business in 
a completely redecorated building at 
717 4th Ave. He moved to the present 
location in 1948. 


Managers of 63 Zale Jewelry Co. 
stores in Texas and 11 other states 
met recently for the firm’s annual 
general sales meeting in Dallas. The 
four-day session was held at the 
Statler-Hilton Hotel under the direc- 
tion of Morris B. Zale, president, 
William Zale, treasurer, Ben Lipshy, 
treasurer and Al Gartner, executive 
supervisor. Gartner, recently ap- 
pointed to the post, has been with the 
firm 17 years, 15 of them as super 
visor. 


Officers of the Wasatch Gem Society, 
Salt Lake City, Utah, for the coming 
vear, were appointed on February 17 
They are Donald Jordan, president; 
Faye Burnside, secretary; and Ken 
Stewart, treasurer. Dr. B. D. Bennion 
is field trip manager. 


Zale’s Jewelers, 506 Main St., Houston, 
will shortly move to new quarters in 
the Finnegan Building, now under 
construction. Zale’s will occupy three 
floors in the marble, terrazzo and 
stee] structure. Bruce Fink is the 
manager 


The Texas State Jewelry Co. was re- 
cently incorporated in Houston, Texas, 
by Maurine Baum, R. Baum and Sid 
H. Baum. Lanz Credit Jewelers has 
heen incorporated in Port Arthur, 
Texas, bv Ben J. Rogers, Arthur 
Greenspan and Anne Lanz. 


any excess revenues can be used for 
reduction of the national debt and 
for personal—and perhaps smal! bus- 
iness—-tax relief. 


A diamond weighing 315 carats, a 
perfect octahedron, was recently un- 
earthed by a digger at Nooitgedacht, 
near Kimberly, South Africa. This 
is the third largest stone ever found 
at Nooitgedacht. The other two, 
weighing 511 and 325 carats, respec- 
tively, were discovered about four 
years ago. 
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Herman Siegel, Robbins Jewelers, Los 
Angeles, is so enthusiastic over the 
Caribbean cruise that he took this 
winter, that he is planning to take 
another next year. In addition, he has 
rounded up a party of 12 couples who 
are planning to accompany him. 


Rumors are circulating in Los Angeles 
jewelry circles to the effect that the 
California RJA will take over the 
management of the Western Jewelry 
and Silverware Show, which heretofore 
was sponsored by the CRJA and the 
Los Angeles Chamber of Commerce 
and managed by the Los Angeles 
Trade Fair, Inc. One reported plan is 
to stage the show at the same time 
as the CRJA’s annual convention. 


Stanley Barnett, 12309 Moorpark St., 
Studio City, who represents the Im- 
perial Pearl Syndicate in northern 
California, Oregon and Washington, 
has taken on the lines of the Zodiac 
Watch Co., New York, for the Pacific 
(Coast. 


Herbert A. Wood, 649 South Olive St.., 
Los Angeles, is now representing 
Barnett Robinson, Inc., in the eleven 
western states and Hawaii. 


Walter Dorrer, Higbee & Dorrer, 315 
West 5th St., Los Angeles, is recuper- 
ating after a heart attack which he 
suffered during the holidays. At this 
writing, he was still not allowed to 
have visitors. 

The new trade name for the five-year- 
old partnership of Joe Orloff and 
Tony Cisneros is the Classic Manu- 
facturing Ce. The firm was formerly 
known as Bert Sagor Manufacturing 
Co. They will continue to be located 
at 315 West 5th St., Los Angeles. The 
firm, which sells only to wholesalers, 
makes ladies’ gold and platinum watch 
attachments in a wide range of styles. 


Mare Haverly, 16191 Escobar Ave., 
Los Gatos, is now representing Kas- 
par & Esh with their line of diamond 


rings, Add-A-Link necklaces and 
bracelets, and watch attachments. 
from Denver west. He is connected 


with David R. Cohen of Los Angeles. 


Robert T. Lindemann, 233 Post St.. 
San Francisco, was chosen “Key Man 
of 1955” by the San Francisco Junior 
Chamber of Commerce. He just re- 
tired from a two-year term as a mem- 
ber of the board of directors. 


Park V. Bovyer, 20 Elmhurst Drive, 
San Francisco, reported that he is now 
representing the Meyer Siegel line 
of rings and mountings in the north- 
ern California teritory. Bovyer re- 
tired as district representative for 
Elgin National Watch Co. early this 
year. 
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WEST COAST 


The Hawthorne Watch Co., headed by 
Jacques and Leon Zerah, has moved 
from 602 Mission St., San Francisco, 
to new and larger quarters at 593 
Mission St. 


Norman Krause, Kay Jewelry Co., 
2548 Mission St., San Francisco, an- 
nounced the appointment of Harry R. 
Carlson as advertising director for 
the firm’s northern California stores. 
Formerly with the Mission Merchants 
News, Mr. Carlson has had a great 
deal of experience in advertising and 
promotions. 


Mr. and Mrs. Richard W. Kaye, dia 
mond importer at 657 Mission St., 
San Francisco, left February 22 for 
a two weeks’ combined business and 
pleasure trip to New York and Wash- 
ington, D. C. 


The Gomez Manufacturing Co., 657 
Mission St., San Francisco, announced 
the appointment as office manager of 
William Wurth. He has been in the 
jewelry business for the past 12 years 

the last four with Bohm-Allen Jew- 
elry Co., Denver. 


The Jewelry Manufacturers Associa- 
tion of Northern California, announced 
the election of the foliowing officers 
and directors for the coming year: O. 
Erickson, Van Wormer & Rodriques, 
Inc., San Francisco, president; Jesse 
Linzer, Van Craeynest & Linzer, San 
Francisco, vice-president; Al Benoit, 
Loretz & Benoit, Inc., San Francisco, 
secretary; and Sterling Call, Etching 
Co. of California, San Francisco, trea- 
surer. The board of directors in- 
cludes: Fred Buehn, Fred Buehn Co., 
San Francisco; Roger Van Craeynest, 
Van Craeynest & Linzer, San Fran 
cisco: and Ed Revitt, Revitt and Su 
mida, San Jose. 


Milton Pilch has announced that he is 
now in the manufacturing end of the 
jewelry display business. His firm, 
Milton Pilch Displays, 2716 West Pico 
Bivd., Los Angeles, will specialize in 
the design and manufacture of dis- 
plays for wholesale and retai! jewelry 
concerns. 


William Coleman, jeweler at 1517 
Third Ave., Seattle, Washington, has 
leased space at 1509 Third Ave. for his 
expanding business. 


Lindemann Jewelry Co., 233 Post St., 
San Francisco, founded in 1877 by 
Charles H. Lindemann, recently open- 
ed a new store on Union Square, San 
Francisco. Modeled after a small 
Parisian jewelry salon, the new unit 
will have simple appointments as a 
background for the jewelry displays. 


Gray Jewelers held a grand opening 
of their new, modern jewelry store at 
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ORCHIDS 
A Sales Builder That 
REALLY BUILDS SALES 


Jewelry stores and 
gift shops report 
amating results 
when they wse en- 
otic Hawaiian 
Vanda Orchids to 
attract women for 
special events, sales 
promotions, anniver- 
saries, openings, 
etc. Women love to receive this exquisite 
flower. Flown direct to your store in spe- 
cial easy to handle tray cartons as dewy 
fresh as the day picked. Order 100 or 
thousands. Keeps fresh and lovely for 
days, ready to pin on your customers. 


Free advertising aids. 
Write for pres, ists nt magsirated booklet 


ept. 


Flowers of Hawaii -H. C. Krueger 
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WORLD FAMOUS 


NEW 
LUSTER 


TRADE MARK 


*& Use it for keeping your own 
silver bright and shining! 


*% Sell New Luster at the usual 
mark-up. Retails for $1.50. 
A test package of New Lustea mailed 
on receipt of one dollar. 


Wholesalers inquiries welcomed, 


EARL L. SMIT 


National Distributor 
3168 W. Gth St., Les Angeles 13, Collf, 








Chatham Research Laboratories 
70-—i4th &.. Sen Francisco 3, California 
Exclusive Growers of 


Chatham Emeralds 


REG. US. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 











MANUFACTURING 
SPACE 


FOR 
RENT 


IN THE HEART 
OF NEWARK, N. J. 


3100 end 3800 squere foot units of floor 
spece cen be rented seperately or com- 
bined inte ene orea, ideal fer jewelry 
meonutecturing; veult in each unlit, steor- 
oge, light on ati sides, eleveter, heat, 
sprinkier. Leceted in center of the jew- 
elry menutfecturing and die making section 
of Newerk. One bleck from MeCerter 
Highwey. 
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3867 Center St., Culver City, Calif., 
on February 9. The firm, managed by 
Leslie V. Gray, Sr., and his two sons, 
Leslie VY. Gray, Jr., and John Gray, 
formerly had two stores, one at the 
present address and the other at 3835 
Main St. The two stores have been 
combined in the new unit. 


The Jewelers 24 Karat Club of South- 
ern California, at its meeting on 
March 13, heard a talk by Major Chris 
Gugas, assistant chief of security, Los 
Angeles City School District, on “The 
Truth About Lie Detection.” Presi- 
dent Arthur Michaels presided at the 
meeting. Due to lack of support the 
noontime clubroom at the Clark Hotel 
has been closed, Instead, a round table 
for club members and guests has been 
reserved at the Biltmore Grill. The 
club directors have also moved their 
meeting place back to the Biltmore. 


Frank Robinson, secretary of the 
California Retail Jewelers Associ- 
ation, was the guest speaker at the 
February meeting of the Southeast 
Retail Jewelers Association (Los 
Angeles) held at Cole’s Cafeteria, 
Huntington Park. His talk included 
comment on the arrangements for the 
state convention, the proposed watch- 
makers’ licensing law, and the pro- 
posed elimination of the tax on the 
engraving of trophies. Clarence A. 
Dayton, Huntington Park, spoke on 
the subject: “Dramatize Your Win- 
dow.” President John Wize, Norwalk, 
presided at the meeting. 


Charles V. Miller, northwest sales 
representative for the A. H. Pond Co., 
Inc., has reported that his father, 
Albert Miller, died recently after a 
heart attack. Burial was at Lincoln 
City, Ind. 


Religious Goods Firm Sends 
Unordered Rosaries by Mail 


The mail of a Miami, Fla., firm 
which sends out unordered rosaries, 
medals, and other religious goods has 
been impounded by a federal court in 
Washington, D. C. 

Judge Charles F. McLaughlin is- 
sued the order in March. The order 
prohibits the firm from receiving any 
money returned from the unsolicited 
matter pending a final court deter- 
mination of the case. 

Post Office Department officials 
charge the firm, Catholic Products of 
America, and its owner, Max Kram 
of Miami, with fraudulently purport- 
ing to be a bonafide organization of 
the Catholic church and “preying” 
on those who feel a mora! obligation 
to buy the products. 

Letters sent with the religious 
goods carried a strong religious ap- 
peal, urging the senders to contribute 
$1 for a “partially disabled” veteran 
of World War II. One of the oper- 
ators of the firm is a partially dis- 
abled veteran. 


Superb Case Co. Appoints 
West Coast Representative 


Superb Case Co. of Providence has 
embarked on an extensive sales pro- 
motion program, and has appointed 
Cohn & Shane as its West Coast 
representative, it is announced by 
the president, Joseph Lavan. 

The 30 salesmen of Cohn & Shane 
will call on customers in 11 states 
Washington, Oregon, Idaho, Wyom- 
ing, Utah, California, Arizona, Colo- 
rado, Montana, Nevada, New Mexico, 
Baja, Mex., and the territory of 
Hawaii. 

A large manufacturer of carryallis, 
compacts, gadgets, souvenir and pre- 
mium items, Superb Case Co. has 
opened a home office for the West 
Coast territory at 1323 Venice Bivd., 
Los Angeles, with branch offices in 
Phoenix, Ariz., San Francisco, Den- 
ver, Seattle and Lanikai, Oahu, T. H. 

The appointment of Mike Car- 
michael of Atlanta, Ga., as sales 
representative in Georgia, Florida, 
Alabama, Tennessee, Mississippi and 
the Carolinas also was announced by 
Lavan. 


Pear| Divers Kidnapped 


A report from Sir John Malcom 
Island, in the Andaman Sea off the 
southernmost tip of Burma, states 
that Communist rebels landed from a 
motorized junk early one morning, 
burned seven oyster boats, destroyed 
processing plants and seized a quan- 
tity of cultured pearls before leaving. 

Eighteen Japanese and Burmese 
divers were taken from the island 
as hostages along with several techni- 
cians of the Burma Pear! Fishing & 
Culture Syndicate. 


FTC & justice Dept. Oppose 
Bill Supporting Fair Trade 


The Federal Trade Commission and 


the Justice Department oppose a 
pending congressional bill which 
would punish manufacturers and dis- 
tributors who knowingly sell fair- 
traded products to discount outlets. 

Spokesmen for the government say 
the bill would call for aid in en- 
forcing state fair trade acts while 
also requiring the two agencies to 
proceed against other types of price 
fixing which are protected. They 
also complain that shifting the burden 
of proof of enforcement of fair trade 
contracts to FTC would cost several! 
million dollars a year. 

Meanwhile, the FTC is in line to 
get an increase of more than $1 mil- 
lion in the fiscal year beginning July 
1 to step up its anti-merger program. 
The money will provide for 150 addi- 
tional employes in the FTC's bureau 
of litigation, investigation, and eco- 
nomics. 
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COMING 
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7-8—-Nebraska Retail Jewelers As- 
sociation, Annual Hote! 
Yancey, Grand Island, Nebraska. 

7-8—Oklahoma Retail Jewelers As- 
sociation, Annual Convention, Skirvin 
Hotel, Oklahoma City, Okla. 

8-9.-Indiana Retail Jewelers Asso. 
ciation, Annual Convention, Severin 
Hotel, Indianapolis, Indiana. 

8-10—-Minnesota Retail Jewelers 
Association, Annual Convention, 
Leamington Hotel, Minneapolis, Minn. 

8-11—-Pittsburgh Gift Show, Wil- 
liam Penn Hotel, Pittsburgh, Pa. 

11— Massachusetts-Rhode Island Re- 
tail Jewelers Association, Annual 
Convention, Parker House, Boston, 
Mass. 

14-16—Kansas Retail Jewelers As- 
sociation, Annual Convention, Allis 
Hotel, Wichita, Kansas. 


Convention, 


14-24—-Swiss Industries Fair, Basle, 
Switzerland. 
15-16——-South Carolina and Georgia 


Annual! 
Hotel, 


Retail Jewelers Association, 
Convention, Francis Marion 
Charleston, S. C. 

15-16—Alabama Retail Jewelers 
Association, Annual Convention, 
Whitley Hotel, Montgomery, Ala. 

21—-Diamond Peacock Club, Annual 
Dinner-Dance, Hotel, Bos 
ton, Mass. 

22-23-—Pennsylvania Jewel- 
ers Association, Annual! (Convention, 
Hotel Yorktowne, York, Pa. 

28-29 Arkansas Retail Jewelers 
Association, Annual Convention, Mar- 
ion Hotel, Little Rock. Arkansas. 

20-30—New York State Retail 
Jewelers Association, Annual Conven- 
tion, Hotel Syracuse, Syracuse, N. Y. 

29-1—-Virginia-North Carolina Re- 
tail Jewelers Association, Annual 
Convention, Robert E. Lee Hotel, 
Winston-Salem, North Carolina. 

29-1—- Wisconsin Retail Jewelers 
Association, 50th Annual Convention, 
Hotel Loraine, Madison, Wis. 

29-2—-Mid-Season Miami 
Gift, Jewelry, Souvenir, 
Housewares Show, 
Hotel, Miami Beach, Fla. 


Somerset 


Retail 


Beach 
Toys and 
Roney - Plaza 
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MAY 


6—Oregon State Jewelers Associa- 
tion, Annual Convention, Multnomah 
Hotel, Portland, Ore. 

13-14——~ Maryland-Delaware-District 
of Columbia Retail Jewelers Associa 
tion, Annual Convention, Mayflower 
Hotel, Washington, D. C. 

13-24—-United Jewelry Show (for 
wholesalers only), Sheraton-Biltmore 
Hotel, Providence, R. I. 

17-20—-National Association of 
Watch & Clock Collectors, Annual! 
Convention, Sylvania Hotel, Philadel- 
phia, Pa. 


J U N E 
8.-5—Watch Material 
Association, Annual 
Edgewater Beach Hotel, Chicago, Ill. 
§-8—National Wholesale Jewelers 
Association, 49th Annual Convention, 
Edgewater Beach Hotel, Chicago, Ill. 
9.10——Texas Watchmakers Associa- 
tion, Annual Convention, Baker Hotel, 
Dallas, Texas. 


Distributors 
Convention, 


. 2S. Sees 


8.183—New York Home [furnishing 
Accessories Show, Trade Show Build- 
ing, New York, 

15-18—Southeastern China, Glass & 
Gift Show, Atlanta Municipal Audi- 
torium, Atlanta, Ga. 

15-18—Southern Jewelry Show, 


Dinkler Plaza and Henry Grady 
Hotels, Atlanta, Ga. 

15-20-——National China, Glass & 
Pottery Show, Hotel New Yorker, 
New York. 

22.24—-Carolina Gift Mart, Radio 


Center, Charlotte, N. C. 

New Orleans Gift & Jeweiry 

Show, Roosevelt Hotel, New Orleans, 

La. 
22-25 


22-25 


Washington Gift Show, 
Hotel Willard, Washington, D. C. 

22.27—-California Gift Show, Mer- 
chandise Mart, Biltmore and Alexan 
der Hotels and Brack Shops, Los 
Angeles, Calif. 

29-31—-Amarillo Gift Show, Her 
ring Hotel, Amarillo, Texas. 


29-2——National Jewelers Associa- 


tion, Annual Convention and Trade 
Fair, Conrad Hilton Hotel, Chicago. 
Hl. 

20-2-—Associated Variety & Novelty 


Manufacturers Show. Morrison Hotel. 
Chicago. 

29-8—Chicago Gift Show, LaSalle 
Hotel and Palmer House, Chicago, II. 


ae ee ee he. 


26-30-——American National Retail 
Jewelers Association, Sist Annual 
Convention, Waldorf-Astoria Hotel. 


New York. 


The Elgin National Watch Co. has 
signed a $4 million Government con- 
tract to make specialized ammunition 
components. 
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Above illustration is just ONE 
of many styles from which to 
choose, with 2 to 150 various 


size diamonds. 
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well-rated Jewelers on 
3-day memo. 


THESE FABULOUS DIAMOND WATCHES 
WILL SELL FAST ORDER TODAY ' 
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WORKS H O P 
QUESTIONS 
and ANSWERS 


SLOWING DOWN STRIKING—What is best to slow 
” down the striking of an American clock which 
strikes much too fast with the fan-blades set at the slow- 
est position? Shall we solder pieces on to make the 
blades wider? (Question No. 6567) KR. E. 


Answer-——Since the fan was designed to give the cor- 
rect striking speed, we recommend looking for some 
other fault that speeds it up abnormally, instead of en- 
larging the area of the fan blades. Our guess at the 
most likely fault is that the spring that holds the fan 
against its arbor is too weak, allowing the arbor to slip 
as it turns. It should be bent, or replaced with a stronger 
spring, to increase the friction. Or it might be found 
that too much power is on the striking side of the clock 

too heavy a weight, or too strong a spring-—the remedy 
in either case being obvious. 


HY THE BUZZING?—-A mantel clock with cathe- 

dral gong sometimes makes a high-pitched buzzing 
sound when on the owner's mantel, but never does so 
in our shop. We cannot find any trouble; we have had 
clocks that “buzzed,” from hammer lying too close to 
gong, etc., etc.; but not in this one. Can you suggest any 
cause for this occasional buzzing? (Question No, 6568) 


L. F. 


Answer 
case similar to yours. It was discovered that the end of 
the gong-bolt in the bottom of the case almost touched the 
The latter was 


We have lately had a subscriber report a 


mantel-top in the customer’s home. 
warped upward and its curvature changed with the 
weather and sometimes brought the mantel top into 
contact with the bolt-end, the vibrations of which caused 
the buzzing sound. Heat or dampness would change the 
curvature of the mantel-top, heightening it until it 
touched the bolt-end. Simply shortening the bolt a little 
by filing it, remedied the fault. The conditions in this 
case seem reasonable for explaining yours, especially 
since your question indicates that you would have de- 
tected any of the more ordinary causes of jangling 


sounds. 


» PEEL vs. BRASS—What is the advantage in making 
escape-wheels of steel, instead of brass, in lever 
watch escapements? (Question No. 6569) B. C. 


Answer——The earliest lever watch escapements made 
in England and America had brass escape wheels. Soon 
after lever escapements began to be made in Switzer- 
land, the Swiss makers began making the wheels of 


hardened and tempered steel, which proved so advan- 
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NEW 
WATCHMASTER 
Size 8'/2" x 13" 


Gear-shift provides straight-line, 
on-time records for odd-beat 
watches. Watchholder tests cased 
watches, or uncased movements in 
any position. Microphone snaps 
out for testing clocks, also watches 
on customers wrists. Hairspring 
Vibrator is a part of watchholder. 
Earphones included. Other features 
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NEW “ELIMAG” 


Size 6%" x 5'/2"' x 3" 


Lay watch in recessed panel and 
press button. In | /10th second, all 
magnetic effect is eliminated from 
any cased watch [including non 
magnetics) or individual parts 


Just plug into any AC light socket. 


American Time Products, Inc. 
580 Fifth Avenue 
New York 36. N.Y 
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Of course everybody has a bad day now and 
then but to the watchmaker, bad days 
repeat the same old troubles .. . PROBLEM 
WATCHES that require ten times the work 
expected .. . CUSTOMERS who are dissatis- 
fied with their watch repairs and go elsewhere 
(taking their friends, too) JOB ESTI 
MATES that end up in losses... What a pity 
when so much could be avoided! . . . Instead, 
MORE WORK done better, faster .. . More 
PEACE of mind... More PROFIT, too. Did 
we say, ‘profit’? Why sure. Ask 


who owns a — 


anyone 


heen sold 
all other 


W ate A Waster ; hat e 
sold than 


VUore 
and are being 
watch-timing machines in the world 
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lageous that the metal was adopted in America and 
rngiand, for the club-toothed form of wheel that re- 
placed the ratchet-toothed wheel that was made of brass. 

ine advantages of the steel wheel are: (1) hardened 
and tempered steel is inherently more durable than 
brass and less apt to be changed in form by wear; (2) 
this steel can be very highly polished, which reduces the 
acting friction in the escapement; (3) steel can be given 
a form which brings less surface-area into action on the 
pallets, which is an advantage especially after the oil has 
become thickened, The beveling of the teeth of steel 
club-tooth escape wheels, from the under side, is an 


example of this. 


it serena WANTED — Please explain “Hard. 

4 ened & Tempered in Form” stamped on a watch 
movement, and “Jurg. lip,” and “Bascine” in a descrip- 
tion of a watch-case for a pocket watch. {Question No. 


6570.) A. Oj E. 


Answer-—“Wardened and tempered in form” is part 
of the description of certain Waltham watch movements. 
This term designates a process invented by A. J. Logan, 
and used some years ago by the Waltham Watch Co., in 
which the overcoils of hairsprings were bent before 
hardening, fastened in grooves of the required form in 
the coiling boxes, and the box, soft springs and all made 
red-hot in a cyanide bath and hardened and then tem. 
pered before removing the springs from the boxes in 
which they were formed 

“Jurg. lip” (Jurgensen) refers to a detail of a watch 
case in which extensions on the back and front lids of 
the case form the lower part of the pendant. “Bascine” 
(sometimes spelled “bassine’’) means the kind of joint 
between center and lids of a watch case which is invisible 
when the case is closed, the edges of joint meeting flush 


with surfaces of center of the case. 


DPLARL CLASSIFICATIONS-Please give me a com. 
plete classification of the different kinds of pearls 
sold by jewelers, {Question No. 6571.) T. (). 


A nswe? (1) Natural pearls are all produced by bi- 
valve mollusks (shell-fish), the process being the forma- 
tion of many successive layers of an iridescent substance 
called nacre, deposited by the mollusk on some irritating 
object, such as a grain of sand, that has found its way 
inside the shells of the animal. The finest natural pearls 
are formed in bivalves in tropical salt waters, and usualls 
have smooth surfaces, whatever the shape. These, as a 
class, rank highest in value: they are sometimes called 
“oriental” pearls, The other type of natural pearls is 
jresh water pearls, found in river or lake waters. all over 
the world, These are usually of irregular forms and sur- 
face contours, and are inferior to oriental pearls in 
iridescence. A name sometimes given to fresh-water 
pearls of striking form is “baroque” pearls. 

(2) Cultured or culture pearls are produced by in- 
troducing into the inside of mollusks manufactured beads 
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of mother-ot-pearl, on which the animal deposits layers 
ot nacre. A ditference between these and oriental of 
natural pearis is that while the latter is composed of many 
layers o1 nacre on a tiny body ot toreign substance, the 
cul.ured pearl consists of a thin layer of nacre on a very 
large body oi toreign subsiance. 

(3) imitation pearls, subdivided into “Roman pearls, 
which are noilow glass giobes coated inside with an irt- 
descent varnish then filled with wax, and “indestructible 
pearl,” which are solid glass or porcelain beads coated 
on the outside with iridescent varnish. The varnish used 
for both Roman and indestructible imitation pearls is 
made of the finely pulverized scales of special varieties 


of tropu al fish. mixed with a transparent lacquer. 


H°” TO PRODUCE BUTLER FINISH—What is the 
best method of producing a correct butler finish on 


sterling tableware? (Question No, 6572.) N. R. T. 


A nswme?r birst polish the silver bright in the Cus- 
tomary way, by using rouge on a cotton buff in a jewel 
er's lathe or polishing-head. Then use finely powdered 
pumice-stone on a lathe buff, or rub by hand with a 
pumice-charged chamois skin or cloth. Possibly the lat 
ter is better than use of the lathe buff. Manage the rub 
bing so as to produce a very fine line-finish, with the 
strokes following the contours of the piece of ware 
lengthwise on flaiware, and circular strokes to follow the 
form of hollowware. This will produce the true butles 
finish, which looks like satin. 

By the way. here we may correct a misunderstanding. 
Many jewelers incorrectly believe that the term “butler” 
finish is derived from the name of a man who originated 
or introduced this finish. But what the term means ts 
that this finish is like that given to silverware by hand 
rubbing by the butler, in aristocratic mansions. We be- 


lieve the term originated in ingland 


_ ON RECOLORING—-In soldering a piece of 


costume jewelry, we spoiled a part that represents a 


flower, made of some soft white metal, and originally 
colored a bluish-purple shade, as nearly as I can d ‘scribe 
it. Can you recommend anything to recolor the piece. 
that could be done cheaply? (Question No. 6575.) 


B.S. O. 


A nswer Clean the part with any of the customary 
jeweler’s abrasives you use, to bring out the white sur- 
face of the metal, Next, we suggest painting the metal 
with any of the blue stains that are sold for use by ma- 
chinists or toolmakers for coloring metal surlaces to 
scratch drawings on, in “lay-out” work. These stains are 
sold by hardware stores or dealers in machinists’ sup 
plies. One of the most widely sold preparations of this 
kind. and one of the best. is “Dykem Steel Blue,” made 
by Dykem Co., 2301 N. llth St.. St. Louis, Mo. This 
stain is of the bluish-purple shade vou describe. Use a 
small camels-hair brush to apply the stain; it dries hard 


in about an hour’s time. 
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Wherever You Go 






Busch Jewelry Co. 
New York, N.Y., Chicago, Ill. Ala. 











Comays Jewelers Gary, Ind. 
Crosby Jewelers Trenton, NJ. 
Finlay Straus New York, N.Y. 
Fox Jewelry Co., inc. Grand Rapids, Mich 
Franc Jewelers Virgimea 
Friedman & Co. Ga. 
Hamilton Jewelers Trenton, WN. J. 
Hart Jewelry Co. Ohio 
Howard Jewelry Company Buffalo, N.Y. 
Joseph Square Deal Jewelers Pa. 
Kay Jewelers Coast to Coast | 
Lenox Jewelers Bridgeport, Conn. “ 
Leon Levi Baltimore, Md. e 
Le Roy Jewelers Los Angeles, Cal. ° 
Lord's Jewelers Marion, Ohio ° 
Mallove's Credit Jewelers ° COMPLETE 

New London, Conn. ° 
Morris Square Deal Jewelers Pa. . Because no other tape recorder has had the 
Roberts Square Deal Jewelers 7 sales impact upon the trade as the 

Baltimore, Md. Telectro 556. 
wes —_—e eee der off 
Rose Jewelers Detroit, Mich. . salfeharriage Pate 
much value at such low cost! Only $79.95 complete. 

Ross Jewelers Washington, D.C. * 
Rudolph’s wy. © Because Telectro’s sale tools turn prospects into customers 
$ & N Katz, Inc. Baltimore, Md. * . ++ Tryers into buyers. 
Shaw Rogers Jewelry Co. Ohio —« «Because Telectro’s liberal co-op allowances enable you to 
Tappin’s, Inc. New Jersey-Po. © hit your local market again and again during key sales 
Thomas Jewelers Pontiac, Mich. * months. 
William J. Kappel Co...Pittsburgh, Po. =” = Beegyse there’s more profit with Telectro... 
Wood's Inc. Jewelers Wichita, Kan. . Full margin price protection policy plus an extremely liberal 


freight program assures you of more profit per sale. 
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New Bulova ‘President’ Series 
Features ‘Thin, Thin’ Design 


Bulova Watch Co. has announced 
the introduction of a new series of 
i7-jewel, “wafer-thin,” shock-resis- 
tant watches named the Bulova 
“Presiient.” 

The new President watches will re- 
tail from $49.50 to $100: there are 
eight models in the series. 

The new watches, scheduled for na- 
tionwide release on April 19, feature 
the “New Miracle of Thin, Thin 
Watch Design.” This slogan, to be 
emphasized in all advertising mes- 
sages, will be backed by the biggest 
Bulova advertising campaign in the 
history of the company. 

The campaign will be launched on 
the evening of April 18 on a TV-radio 
hook-up reaching 286 stations; an es- 
timated 36 million persons will be 
reached daily for the duration of the 
campaign. In addition, there will be a 
series of local TV-radio commercials 
available to authorized dealers; TV 
comic George Gobel will be included 
in these local dealer films 

Photo shows one of the two new 


displays created for the new series. 
An easel-type unit, it makes use of 
die-cutting to bring about a 3-D ef- 
fect. A presidential eagle, gold-col- 
ored atars and a red, white and blue 
panel dominate the display 


Apex Specialties Co. Moves 
Into New and Larger Factory 


Apex Specialties Co., successor to 
Apex Optical Corp., manufacturer of 
sun glasses and optical specialties, 
has moved into a new and larger fac- 
tory at 1115 Douglas Ave., Provi- 
dence. 
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Community Introduces New 
"Set O' Twenty’ Starter Set 


Community Division of Oneida Ltd. 
Silversmiths has introduced a new 
20-piece starter set, the “Set O’ 
Twenty.” 

The new set, shown in the photo, 


includes four 5-piece place settings 
consisting of knives, forks, salad 
forks, teaspoons and soup spoons. It 
may be purchased in a brown ma- 
nogany-finished chest lined with cor- 
dovan brown and beige for $37.50, 
or in the handy lift-out buffet pad for 
only $29.95, complete with gift box. 


Anson Offers Display Unit For 
Semi-Precious Stone Tie Tacks 


Anson, Inc., is currently offering 
dealers a free walnut frame display 
unit which features its line of semi- 
precious stone tie tacks. 

The unit, shown in the photo, holds 
an assortment of nine $3.50 tie tacks. 
Stones include genuine striped agate, 


tiger eye catseye, hematite, rhodonite, 
cultured pearl, diamond, blue spine! 
and synthetic ruby. The tie tack sets 
are gift boxed, 


Revolving ‘Satellite’ Features 
New Keepsake Window Display 


A. H. Pond Co., Inc., Syracuse, 
New York, maker of “Keepsake” 
diamond rings, is currently offering 
Keepsake jewelers a new window dis- 
play featuring a star-studded “satel- 
lite” which circles a globe map. 

The display, shown in the photo, 
holds nine ring sets, and features the 
words, “World’s Finest Quality Dia- 
mond Rings.” The large circular 
frame and base of the display are 
finished in royal blue velvet on a 


pink background. Clusters of deli- 
cately-shaded flowers and pink and 
white roping continue the color 
scheme. The display is 20%” high 
by 21%” deep. 


Reed & Barton ‘Tara’ Exhibit 
Displayed at Major Museums 


“Art in Industry,” an illustrated 
exhibit depicting the creation of Reed 
& Barton’s new “Tara” sterling fiat- 
ware pattern, is currently being dis- 
played at museums around the coun- 
try. 

The exhibit, first displayed at the 
Atlanta Art Association in Septem- 
ber, 1955, consists of a series of pan- 
els covering the principal steps in the 
creation of the Tara pattern, from 
the original market analysis to the 
finished product. 

The seven panels depict the follow- 
ing phases: market analysis, design 
research, design development, making 
the dies, production, the finished prod- 
uct and Tara in daily living. 

The display will continue traveling 
to museums in major cities to enable 
numbers of people to see how many 
operations go into the manufacture 
of fine sterling flatware. 
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Gemex Spring-Summer Display 
Features Fluttering ‘Butterfly’ 


The Gemex Corp., Union, N. J.., 
is currently offering retailers a 
spring-summer display unit which 
features a life-like metallic butterfly 
with fluttering wings 


The display, shown in the photo, 


exhibits 13 watch bands, which in- 





clude all the new Gemex design inno- 
vations. 

One, the new air-cooled “Zephyr,” 
represents a departure in men’s ex- 
pansion band styling, with U-shaped 
links set to permit the greatest cir- 
culation of air on the wrist. 

The butterfly, which hovers near 
two panels of men’s and ladies’ bands, 
is animated by an electric device. 


Feature Offers ‘Prestige’ 
Line of Men's Diamond Rings 


Feature Ring Co., Inc., 130 W. 46th 
St.. New York, manufacturer of in- 
ter-locking diamond rings, is cur- 
rently offering dealers its new “Pres- 
tige” series of men’s “Feature-Glo” 
diamond rings 

The rings are displayed in an 
Italian-inspired jewel box, holding six 
of the new models retailing from $150 
to $250. The inside cover of the box 
tells the story of the Feature-Glo 
setting, which is said to make the 
center diamond look 90 per cent 
larger and 87 per cent more brilliant. 


Westinghouse Announces 1956 
Price Policy on Several Lines 


J. Jd. Anderson, manager of West 
inghouse portable appliances, recently 
announced the firm’s 1956 price policy 
on electric housewares and othe: 
products in a letter to distributors. 

Ii ffective 
letter, the suggested dealer costs and 


“immediately,” said the 
distributor costs on electric house 
wares (except steam and dry irons) 
will be based on a margin of 18.8 per 
cent to the distributor and 32 per cent 
to the dealer in lots of 1 to 5, and 15 
per cent to the distributor and 35 per 
cent to the dealer in lots of 6 or more. 

The steam and dry irons will re- 
main on the same basis as they are 
now. 
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New Jacques Kreisler ‘Book’ 
Displays 144 Watch Bands 


Jacques Kreisler Manufacturing 
Corp., North Bergen, N. J., is cur- 
rently offering dealers a new leather 
strap book which displays a gross of 
its watch bands. 

The book, shown in the photo, has 
12 removable presentation pages at- 
tached to thin steel rods. Six easily- 
detached straps, each in a dust-proof 
transparent acetate box, are dia- 
played on each side of a page. The 
boxes can easily be opened and re- 
closed: identification number, width 
and resale price on each box assure 
inventory control and ready identi- 
fication for the customer. 

The new book, bound in blue leather- 
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ette, is available free with the pur- 
chase of a gross of Kreisler watch 
bands, 


A. T. Cross Offers Displays 
For Pen and Pencil Sets 


A. T. Cross Co., Providence, maker 
of writing instruments, is currently 
offering a new line of sales displays 
for Cross pen and pencil sets. 

The new displays, shown in the 





photo, have a tapered slashed shape 
and are covered in a variety of four 
velvet background colors. The new 
units have a block base and are topped 
with a free form acetate identifica- 
tion sign; each requires only 2%” 
of counter space, 

The displays can be used singly or 
in any combination of numbers in ex- 
hibiting the entire Cross line—gold, 
sterling and chrome sets. 


Stegor Offers Conversion Kit 
For Making 57-Piece Service 


Stegor Division of The Gorham 
Co., Providence, is offering jewelers 
a special conversion kit which will 
enable them to convert their inven- 
tory of Stegor Silverplate into a 57- 
piece service for eight. 

The kit, which costs the dealer $20 
net F.O.B. Providence, includes five 
“most wanted” serving pieces, a de- 
luxe drawer chest and a complete 
52-piece service for eight, represent- 





ing a retail value of $141.75. It is 
sale priced at only $89.75, giving 
jewelers a profit of $40.39 per unit 
sale, 

The 57-plece service, shown in the 
photo, is called “The Gracious Living 
Set”: it will be offered only on orders 
specifying shipment from April | to 
May 31. The Gracious Living promo 
tion includes all four Stegor patterns, 


Kaplan and Reed To Publish 
Catalog of ‘Font-Asia’ Line 


Kaplan and Reed, 717 Sansom St., 
Philadelphia, has announced that its 
“Font-Asia” line of cultured pearl 
14K gold jewelry will be featured in 
a four-page, full-color catalog to be 
published for the fall season. 

The Font-Asia jewelry, shown in 





the photo, will be available through 
wholesalers or by writing directly to 


Kaplan and Reed. 
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Kaspor & Esh Expands Line 
Of ‘Add-a-Link’ Necklaces 


Kaspar & Eeh, 126 W. 46th St., 
New York, has announced the addi 
tion of several new designs to its 
“Add-a-Link” necklace line. 

Photo shows one of the new neck- 
laces, in varying stages of comple- 
tion. Customers may start a necklace 


with the 14K gold chain and a single 
diamond link or as many as they wish. 
The retailer is said to be assured of 
repeat business, as customers return 
to add more links and to complete the 
necklace over a period of years. 

The Add-a-Link necklace has been 
nationally advertised and displays, 
counter cards, mats and stuffers are 
available free of charge 


Eversharp Offers 3 Free Pens 
With New 24-Pen Dispenser 


Eversharp, Inc., has introduced a 
new 24-pen dispenser, which displays 
18 of its $1 ball-point pens and six 
of its $1.95 deluxe ball-point pens. 

The dispenser, shown in the photo, 
displays the pens in acetate, which 


sets off the beauty of the two-tone 
and solid color pens. 

As an added inducement, three of 
the six deluxe pens are given to the 
dealer: this means an extra profit of 
$5.85 on the assortment. 
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Manufacturers Show Increase 
in Use of Stainless Steel 


According to figures released by 
the American Iron and Steel Insti- 
tute, mill shipments of stainless steel 
to manufacturers of flatware and cut- 
lery during 1955 amounted to 14,706 
tons—an increase of 44 per cent over 
the 1954 figure. 

The Institute reports that sales of 
medium-to-better stainless flatware 
are at an all-time high across the 
country. 

The Institute’s figures also show 
that mill shipments to manufacturers 
of electrical and houseware products 
are up 36 per cent over 1954; when 
broken down, these figures show a 44 
per cent increase for manufacturers 
of appliances and cutlery. Indica- 
tions are, says the Institute, that the 
use of stainless will continue to rise 
in 1956, 


Fiex-Let Corp. Introduces 
Expansion Band For Boys & Girls 


Flex-Let Corp. is currently intro- 
ducing a new expansion band especi- 
ally designed for boys and girls. The 
new bands retail at $2.95 in stainless 
steel and $3.95 in 10K yellow gold 
filled, 

The firm is offering dealers a dis- 
play, shown in the photo, which holds 
six of the white bands and six of the 
yellow bands in two size lengths. The 


new bands, unconditionally guaran- 
teed for two years with a repair guar- 
antee for the life of the band, are 
available only in one dozen lots. 


New ‘Starfire’ Display Unit 
Features Revolving ‘Cloud’ 


“You'll be up in the clouds with 
your Starfire Diamond Ring,” is the 
theme of a new Starfire moving- 
cloud motion display currently being 
offered to dealers. 

Dramatizing these words is a re- 
volving blue cloud which keeps the 
illustrations of a boy and girl circling 
amid a silver sprinkle of stars and 
hearts. A large star atop the display 
contains the words “Lovely, Larger 
Diamonds with Starfire Brilliance,” 
and repeats the blue and silver theme. 


Superb Case Co. Appoints 
West Coast Representative 


Superb Case Manufacturing Co., 
100 Manton Ave., Providence, manu- 
facturer of compacts, carryalls and 
metal novelties, has embarked upon 
an extensive campaign for the West 
Coast, according to an announcement 
from the firm. 

The firm of Cohn & Shane has been 
appointed West Coast representative; 
its 20 salesmen will cover 11 states, 
Washington, Oregon, Idaho, Wyo- 
ming, Utah, California, Arizona, Coi- 
orado, Montana, Nevada, New Mex- 
ico, and Baja, Mexico, and Hawaii. 

The home office is to be located at 
1323 Venice Bivd., Los Angeles. 


Oneida Executive Discusses 
Silverware on NBC-TV Show 


Howard §S. Andrews, hollowware 
product manager for Oneida Ltd. 
Silversmiths, was recently inter- 
viewed by Arlene Francis on the 


“Home Show” on the NBC-TV net- 
work. 

Photo shows Miss Francis and An- 
drews in the studio during his dis- 
cussion of the history of silverware 
Andrews concluded with a table-set 
ting demonstration featuring Com 
munity’s “Grosvenor” and “South 
Seas” silverplate patterns. 


Electric Housewares Industry 
is ‘Optimistic’ About 1956 


As the Electric 
Campaign moves into full swing for 
1956, the industry outlook is optimis- 
tic, according to an announcement 
from the Electric Housewares Sec 
tion, National Electrical Manufactu: 
ers Association. 

This viewpoint, says the announce 
ment, is based on the increased co 
ordination of promotional activities 
of all sewments of the trade in the 
program. Increased advertising and 
promotion on the local level are also 
cited as factors contributing to the 
program’s effectiveness. 

The industry program for 1956 wil! 
continue to promote electric house- 
wares as gifts for ali occasions, in- 
cluding Mother’s and Father's day, 
graduation, anniversaries, weddings 
and birthdays. 


Housewares Gift 
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New Guy Lombardo TV Show 
To Spotlight Feature Rings 


“Feature Lock” interlocking dia- 
mond rings will be spotlighted on a 
new coast-to-coast TV show, “Dia- 
mond Jubilee,” which stars Guy Lom- 
bardo and His Royal Canadians, ac- 





cording to an announcement from 
Feature Ring Co., Inc., 130 W. 46th 
St.. New York. 

The Feature Lock sets will be 
awarded to each of the participants 
on the weekly Lombardo show; four 
matching diamond ring sets will be 
presented on each show. 

Photo shows (|. to r.) Morton A. 
Lippman, director of advertising; Guy 
Lombardo; vocalist Elise Rhodes; and 
Henry Peterson, president of the firm. 

The program originates live in 
New York and will be carried 
throughout the country on the CBS 
network’s hook-up of about 100 sta- 
tions. 

“This program provides an un- 
paralleled opportunity for all Fea- 
ture Lock distributors to exploit at 
the local store level,” says Henry 
Peterson, president of the firm. 

Additional information about the 
new TV show, and merchandising 
aids, are available through whole- 
salers. 


Squire Offers Father's Day 
Assortment of Men's Jewelry 


Squire, Inc., Taunton, 
currently offering dealers a special 
Father’s Day assortment of men’s 
jewelry. 

The assortment consists of 12 sets, 
each retailing at $3.50, in three de. 


Mass., is 





signs: a stylized fish, a golf club and 
a King of Hearts. Photo shows the 
free display given with the purchase 
of an assortment 
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Crescent Industries Reports 
‘Unprecedented’ Sales Increase 


An unprecedented jump in the sales 
of Crescent labeled high-fidelity rec- 
ord changers, phonographs and tape 
recorders for the first two months of 
1956 over the same period in 1955, 
has been announced by James F. 
White, genera! sales manager of Cres- 
cent Industries, Inc. 

“January shipments were 180 per 
cent over January, 1955, and Febru- 
ary showed a 225 per cent gain over 
February, 1955,” White said. 

There are three factors responsible 
for these sales figures, according to 
White: revamping and maturing of 
the new Crescent sales organization, 
the 1956 merchandising and advertis- 
ing campaign and the shakedown of 
the Crescent production team. 

Three new models “spearheaded” 
the sales increase: the “Corsair” 





high-fi record changer, “Minstrel” 
high-+fi portable phonograph and 
“Mentor” 2-speed tape recorder. Photo 
shows the new Crescent 
which provides photographs of a va 
riety of merchandise, pertinent info. 
mation and prices. 


catalog, 


Father's Day Council Offers 
Special Promotional Booklet 


The Father’s Day Council, an or 
yanization with headquarters at 50 E. 
iZnd St., New York, has estimated 
that America’s 30 million fathers will 
receive an average of $10 worth of 
gifts each on Father's Day, June 
17, to bring the total amount spent to 
about $300 million. The council states 
that more than $250 million was so 
spent last year 

To promote the event, the council 
has prepared a pamphiet, “Promo 
tional Clicks for Fifty-Six,” which 
contains advice on publicity, displays, 
direct mail, newspaper, radio and TV 
advertising and special events. 

A newspaper advertising mat ser- 
vice is being mailed to newspapers 
across the country; it contains 12 
complete ad campaigns. 





Watchmakers of Switzerland 
Offers ‘Modern Watch’ Display 


The Watchmakers of Switzerland 
is currently offering jewelers a new 
display for jeweled-lever, special-pur- 
pose watches. It can be used to high 
light one or more types of watches, 
and can be changed to feature others 
as the promotional occasion arises. 

The new display, shown in the 
photo, features “Modern Watches for 
Modern Living.” The background in 
cludes an eye-catching illustration of 
a Swiss clock tower; the tower motif 


bmn MD 
| ze ' — So |.2e 


is also carried out on two secondary 
side pieces containing sales messages. 

The 20 message cards in the dis 
play emphasize such features as self 
winding, alarms, shock and water 
resistant and calendar. The display, 
offered free of charge, also includes 
two sales aid booklets: “The Swiss 
Self-Winding Watch” and “The Main 
Types of Chronographs.” 


Fliex-Let Offers Display Tray 
For its "Beau Brummell’ Line 


Flex-Let Corp. is currently offer 
ing dealers a hand-rubbed oak pres 
entation tray designed to feature the 
pads from its “Beau Brummel” men's 
jewelry boxes. 

The tray, called the “Show 'n Sell,” 
is said to offer the jeweler a maximum 
display of men’s jewelry styles and 
price ranges in minimum space. Flex 
Let is offering the tray free with an 
order of 18 pieces. 


Eigin Develops Non-Breakable 
Spring for Shock Absorbers 


Elgin has developed a non-brea) 
able, rust-proof spring for friction 
mounted shock absorbers, according to 
an announcement from W, M 
Brandes, vice president in charge of 
manufacturing. It will be used in all 
Elgin Shockmaster units 

Called the “DuraPower Shock 
Saver,” it is made of “Elgiloy,” the 
metal from which Elgin’s DuraPowe: 
mainsprings are manufactured. The 
new spring is said to resist “set” 
much better than older steel types 
because of Elgiloy’s greater range of 
elasticity. A special new tool for 
placing and removing the spring will 
be sold for 65¢ 
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Window Display Features 
international Merchandise 


Lord Jewelers, 1616 Main St., 
Springfield, Mass., recentiy set up a 
window display featuring Anson's 
“Port of Call” series of men’s jewelry 
which “drew a lot of attention” and 
created “many new customers,” ac- 
cording to George Steinberg of the 
firm. 

The window, shown in the photo, 


featured a variety of imported mer 
chandise, with signs explaining which 
country the items were from; travel! 
posters and folders provided an addi 
tional foreign flavor to the display 


Community Reintroduces Its 
‘Party Set’ As Spring Special 

Community Division of Oneida Ltd 
Silversmiths has announced the rein 
troduction of its 4-piece “Party Set” 
as a spring special. 

The Party Set consists of a divided 
dish in Imperial glass and a relish 
spoon and pickle fork in any of the 
five Community patterns. The special! 
set is a $6.50 value, but will retail for 
$2.95, with dealers making their regu- 
lar profit. The Perty Set will be sold 
in assortments of six; each will be 
packaged in a gift box 


New TV Film Features Stainless 
Fiatware and Hollowware 


The stainless steel industry's re- 
cently-released TV movie, “Entertain 
With Ease and Enjoyment,” suggests 
some tips and short-cuts for dinner 
parties and features flatware and 
hollowware, built-in appliances and 
electric housewares. 

A five minute sound film, it is of- 
fered to television stations at no cost 
for use on appropriate programs 
More than 75 showings are expected 
for the film during the year 

The movie, produced for the Com- 
mittee of Stainless Steel Producers, 
American Iron and Steel Institute, is 
nimed at informing the public about 
the metal itself, rather than any par- 
ticular brand of stainless. It repre- 
sents an attempt by the stainless in- 
dustry to help dealers sell more stain- 
less products. 
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New Amity Assortment Features 
Ladies’ Billfoids in 6 Colors 


Amity, West Bend, Wis., is cur- 
rently offering dealers a new six-pack 
assortment of ladies’ billfolds in six 
fashion-correct spring colors 

The billfolds, which retail for $5, 
are available in powder blue, white, 
apple green, pink, flame red and 
champagne. Amity’s leading models, 
“Tote-Poke,” “Directress” and “Sil 
houette,” make up the assortment 
(promotion No, 49). A colorful eas 
eled display is available. 


National Findings Corp. 
Offers New 48-Page Catalog 


National Findings Corp., 125 W. 
15th St., New York, is currently of 
fering dealers its new 48-page cata- 
log which features a complete line of 
findings and an extensive assortment 
of staple finished items. 

The catalog, shown in the photo, 
includes a comparative gage chart 
and a removable price list. Life-sized 
photographs illustrate a variety of 
merchandise, including: ear wires, 
safety chains, cuff link backs, watch 
case shelis, dise blanks, calendar 
blanks, fraternal emblems, stone ring 
tops, wedding ring mountings, pear! 


snaps and mountings, bracelets and 
chokers, bangle bracelets, lockets, re- 
ligious medals, baby rings, link brace- 
let watch cases, men’s and ladies’ 
watch attachments, charms, money 
clips and accessories. 


Compass Instrument Co. Offers 
Catalog of Optical Specialties 


Compass Instrument and Optical 
Co., Inc., 104 E. 25th St., New York, 
is offering its new 1956 catalog of 
imported and domestic optical spe- 
cialties to dealers. 

The Compass line consists of pris- 
matic binoculars made in Germany, 
France and Japan; field, opera and 
sport glasses; telescopes, microscopes 
and magnifiers; barometers, com- 
passes, stop watches and other re- 
lated items. 


Michaels Serves as Pilot Case 
In Seventeen Sterling Promotion 


Michaels, Inc., 68 Bank St., Water- 
bury, Conn., was recently selected as 
the pilot case in a young-consumer 
education program on sterling silver 
developed by Seventeen magazine. 

Following the outline prepared by 
Seventeen, Richard W. Michaels, pro- 
prietor of the jewelry store, gave a 
lesson on sterling to students from 
the local Wilby high school. This les 
son, shown in the photo, is being re- 
ported in pictures and text in the 
April 
the magazine’s supplement for high 
school homemaking teachers. 


issue of Seventeen-at-School, 


Because of the sterling promotion 


story, the supplement is also being 
sent to 2500 retail jewelers through- 
out the country. Seventeen’s program 
encourages teachers to bring their 
classes into local stores for silverware 
lessons during regular school hours. 


Westclox Introduces New 
‘Sheraton’ Electric Alarm 


Westclox Division of General Time 
Corp. has announced the introduction 
of a new electric alarm clock, the 
“Sheraton,” which is traditionally 
styled in a fruitwood finish. 

The new clock which retails for 
$8.95, has a scroll dial and round 
brass legs. It is 4% inches high. 
Westclox is offering a _ singie-unit 
counter display free to dealers. 


French Jewelry Co. Announces 
Move To Larger Quarters 


French Jewelry Co., Inc., manufac 
turer of watch attachments and mar 
casite jewelry, recently moved to a 
new location at 2032 S. Juniper St., 
Philadelphia, according to an an 
nouncement by Alexander Sarcione, 
sales manager of the firm. 

The new location, a 3-story brick 
building, has a total of 21,000 square 
feet; at present, the firm is using only 
7200 square feet on the first floor. 
According to Sarcione, the new loca 
tion provides room for expanded pro- 
duction, and more modern office fa- 
cilities. 

The firm’s line of marcasite jewelry 
will still be manufactured at 137 S 
8th St., Philadelphia. 
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News of Personnel 








Jacques Kreisler Manufacturing 
Corp., North Bergen, N. J., has an- 
nounced the appointment of Clarence 
L. Bridges as sales representative. 

Bridges, who has been in _ the 
jewelry field for the past 15 years, 
will cover North Carolina, South Car- 
olina and Norfolk, Virginia. 





WM. 8B. FOSTER 


Hamilton Beact 


CLARENCE BRIDGES 


jocques Kreisier 


Hamilton Beach Co., Division Sco- 
vill Manufacturing Co., Racine, Wis 
consin, has announced the appoint- 
ment of William B. Foster as sales 
representative. 

Foster will cover the Memphis-New 
Orleans area, with headquarters in 
Memphis. 


Morris Kaplan & Sons, 21 West 
i6th St., New York, manufacturer of 
diamond jewelry, has announced the 
appointments of two sales represen- 
tatives: 

Bob Fligner will cover the southern 
states. 

Gil Aronoff will cover the west cen- 
tral states, including Missouri, Kan- 
sas, lowa, Nebraska, Colorado, Wyo 
ming and Minnesota. 





BOB FLIGNER 


Morris Kapi wi Marr * 1p/lor 


Gil ARONOFF 


Crown Silver, Ine., 48 Walker St.. 
New York, manufacturer of sterling 
silver hollowware, announces the ap 
pointment of Joseph K. Geismar as 
sales representative. 

Geisman will cover the Rocky Moun 
tain states, where he has been selling 
jewelry for several years. 
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Winton Watch Co., Inc., 64 West 
48th St.. New York, importer and 
manufacturer of watches, has an- 
nounced the appointment of Henry F. 
Silver as sales representative. He was 
formerly associated with the Gruen 
Watch Co. and the Flex-Let Corp. 


Jewels by Bogoff, 31 South Franklin 
St., Chicago, manufacturer of costume 
jewelry, has announced the appoint- 
ments of five sales representatives: 

Fred H. Swenson wil! cover the 
Texas, Oklahoma and Louisiana terri 
tory. 

Dan Crowley will cover the New 
England states. 





FRED HH. SWENSON 


DAN CROWLEY 
Bogoff Boagoft 


Norman Rosner will cover Wash- 
ington, D. C., Maryland and Virginia. 

Marvin Grossman will cover the 
Ohio and western Pennsylvania terri- 
tory. 

Bill Blumenthal wil! cover the met 
ropolitan Chicago territory 


Kaspar & Esh, 126 West 46th St., 
New York, manufacturer of diamond 
rings, bracelets, necklaces and watch 
attachments, announces the appoint 
ment of Marcus L. Haverly as sales 
representative. Haverly, who will 
cover the West Coast territory in as 
sociation with David R. Cohn, has 
heen active in the jewelry field for 
the past 16 years. 


Superb Case Manufacturing Co., 
100 Manton Ave., Providence, manu 
facturer of compacts, carryalls and 
metal novelties, has announced the 
appointment of Mike Carmichael as 
sales representative. He will cover 
Georgia, Florida, Alabama, Tennessee, 
Mississippi, North Carolina and South 
Carolina. 


-_— ¢ Gifford, chairman of the 
board of Schick, Inc., has announced 
the appointments of Don Crews as 





general manager and John Smolsky 
as sales manager of Schick Service, 
Inc. 

Crews, who joined Schick in 1961 
as junior salesman in the Chicago 
territory, formerly held the position 
of eastern district manager of sales. 

Smolsky, who joined the company 
in 1944, has been managing the ser 
vice branch in Chicago since 1951. 





DON CREWS 
 ChCH ' . 


ery 


JOHN SMOLSKY 
sc b ‘ery 


0. A. Petty, vice president in charge 
of sales for Schick, Ine., has an 
nounced the promotion of Paul (Gar- 
rity to the position of eastern district 
manager of sales, with headquarters 
in New York. 

Gerry Hyman will succeed Garrity 
as New England district manager 
Hyman, sales supervisor in Washing 
ton, D. C., since 1952, was formerly 
with the Jacques Kreislier Manufactur 
ing Corp. 





GERRY HYMAN 


nick 


PAUL GARRITY 
hice 


Lowell F. Halligan, vice president 
in charge of sales for the Hamiiton 
Watch Co., has announced the appoint 
ments of three sales representatives 

William J. Hartman will cover a 
portion of Ilinois and Indiana. 

F. 8. Anderson will cover portions 
of Louisiana, Arkansas, Missisasipp’ 
and Tennessee. 

Patrick E. O’Brien will cover South 
Dakota, Nebraska and portions of 
lowa. 
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Gibraltar Trading Announces 
New Advertising Campaign 


In conjunction with the appoint- 
ment of Harry B. Widmann as vice 
president in charge of advertising, 
Gibraltar Trading Co., 48 W. 48th 
St., New York, has announced a new 
advertising campaign designed “to 
make the name of Gibraltar synony- 
mous with cultured pearls.” 

The campaign will feature Gibral- 


tar’s new registered trade mark: 
“Seed of the Sea” cultured pearis. 

Photo shows Bernhard J. Sherman 
(center) president of the firm, David 
N. Bosworth, (left), executive vice 
president, and Harry B. Widdmann, 
vice president in charge of advertis- 
ing, 





Kaplan and Reed, 717 Sansom 5Bt., 
Philadelphia, importer of “Font-Asia” 
cultured pearls, has announced the 
appointments of two sales represen- 
tatives: 

irving Weiss will cover the midwest 
territory, with headquarters at 253% 
W. Winnemac Ave., Chicago. 

Leonard Pill will cover the weat 
coast territory, with headquarters at 
19038 W. Ninth St., Los Angeles. 


Emil Braude & Sons, 538 South 
Wabash Ave., Chicago, distributor of 
jewelry, watches and household gifts, 
has announced the appointment of 
Karl Turnwall to its sales force. 

Turnwall will call upon jewelers in 
lowa, Minnesota, Wisconsin, North 
Dakota and South Dakota. 


R. J. Pausback, sales manager of 
the Ralph Singer Co., 656 N. Western 
Ave., Chicago, manufacturer of rhine- 
stone jewelry, announces the appoint- 
ment of R, L. Marquardt as sales rep- 
resentative. He will cover North Da- 
kota, South Dakota and Montana. 


Barnett Robinson, Ine. (formerly 
Robinson & Sverdlik, Inc.), 610 Fifth 
Ave., New York, precious stone dealer, 
has announced the appointment of 
Hubert A. Wood as sales representa- 
tive. 

Wood, one of the pioneer agents 
in the Pacifie Coast territory, will 
cover the 11 western states, as well 
as Hawaii. He will make his head- 
quarters at 649 5S. Olive St., Los 
Angeles. 
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GE-Telechron To Introduce 
New ‘Kitchen-Mate’ Clock 


General Electric-Telechron will in- 
troduce a new wall clock, the “Kit- 
chen-Mate,” for early spring selling, 
according to an announcement by 
Russell T. Woodward, marketing 
manager of the Clock and Timer de- 
partment, Housewares and Radio Re- 
ceivers Division. It will retail at 
$4.50. 

Promotion of the new Kitchen Mate 
clock will be featured by a full-page, 
four-color ad in the May issue of 
Reader's Digeat. 

The new clock, shown in the photo, 
is styled in four color combinations: 
white with pink, red, yellow and tur- 


quoise. The dial features numerals 
around its perimeter, giving a 3-D 
effect. The clock is 6%” in diameter. 


Craftsman Billfolds Offers 
New Assortment of Accessories 


Crafteman Billfolds has introduced 
a new assortment of ladies’ high 


fashion, genuine leather matched 
purse accessories, 

The assortment contains six bill- 
folds to retail at $2.50, two cigarette 
cases to retail at $1.98, two keycases 


to retail at $1.98 and two eye-glass 


cases to retail at $1.98. The acces- 
sories are available in ivory, pink or 
pastel blue; a free display card, 
shown in the photo, is included in 
each assortment. 


‘Miss Universe’ Presented 
With Reed & Barton Fiatware 


Miss Miriam Stevenson of South 
Carolina, who was elected “Miss Uni- 
verse of 1955” in the recent interna- 
tional beauty contest, was recently 
presented with a set of Reed & Bar- 
ton’s “Silver Sculpture” by Mr. and 
Mrs. V. Bain Dellinger of the Jewel 


Shoppe, Kannapolis, North Carolina. 
Photo shows Miss Universe (cen- 
ter) with Mr. and Mrs. Dellinger. 
The presentation was made as a 
token of appreciation to Miss Steven- 
son, who helped promote the sterling 
flatware pattern by posing for photo- 
graphs used in the Jewel Shoppe. 


Jewelry Designer Honored 
By Motion Picture Group 


Joan Castle Joseff, president of 
Joseff of Hollywood, 129 E. Provi- 
dencia, Burbank, California, manu- 
facturer of costume jewelry, was re- 
cently awarded an honorary life 
membership in the Women of the Mo- 
tion Picture Industry organization. 

The award, shown in the photo, 
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was presented in recognition of her 
“creative ability, conscientious §re- 
search and historical accuracy” in de- 
signing special jewelry for motion 
pictures. Mrs. Joseff has worked 
with film costume designers for the 
past 12 years, doing both modern and 
period jewelry, and has more than 
three million pieces in her collection. 

In addition to her close association 
with motion pictures, Mrs. Joseff also 
creates pieces for the retail jewelry 
trade. 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED” —-Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 
tional words 25 cents per word. 


“HELP WANTED” —LINES WANTED”—and “SIDE LINES’ —Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 


© If answers are to be forwarded, 20 cents 


extra to cover postage must be enclosed. 


® No Agency Commission. 


In answering Box Numbers address envelope “Box 


® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of ] (. K . 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





(cami emer snemts S aemammamramnestnn 
Situations Wanted 


(“REDIT store aHnwaket PyiiTiiiiti RwainarTry 
$12,000 Addres ‘Ss 127 are of 
JK 


TOP retail salesman, thorough exper 
enced, for fine diamond jewelrs Ad 
dress “160 care of Jf K 

SALESMAN with retail following metro 
politan New York, watches and jewelrs 
le ires enhanae wit established iitie 
Address “@) bogs care of JC-K 


AUGIGHEBSSIVE salesman who travele New 


tngiand States desir established line 
for the retail trad: reterences aVAa 
able Addre ft 5.3.3. are of JC’-K 


DIAMOND buyer thoroughiv ¢ Kperienced 


in ioose and mounted diamonds Rood 
nae Kgeround references ,ddareasas } 
191i care of J(’-hk 


WATCH repairet with sale experience 
looking for a job in Hoeston or vicinity 
references (jarrison : 
fox 17, Boston 14 


WATCHMAKER, age 42, capable, sea- 
soned on ordinary or complicated 
work; top salary in store or shop. 


Address “A., 1931." eare of JC-K. 


SALEBMAN Miami resident well wm 
qguainted with Florida jobber and re 
talliers, desires good iine of either watch 
attachments oT eweilry L\ddress \ 


190% eare of JI€’-h 


POR APRIL, 1956 


SALESMAN top flight salesman dol 
well over 100.000: covering N. Y., N. J 
enna Wash Balto wante change 
leading lines only Address (> 1911.” 
care of JC’-K 


ik 


EXVERIENCED manage thorough 
knowledge of all phases of credit jewel 


ry and chain store operation: can as 
‘ume full reaponaeilbility will locate an’ 
where. Addr« ‘J.. 1900." care of JI C-K 


working «8@u 


iIeEWELER. diamond setter 


pervisor now employed ‘s’ years eX 


perience will consider onl nigh cia 
retail store \ddresse “Th Lao care 
of JC-K 


COMBINATION jeweler, engraver and dia 
rie 


mond anette? y errs ‘ pe rierice a 
employed, desires change only high 
clase retail ators iliered Ldldres 


“hs 1889."' care of JIC’-K 


WATCHMAKER ovet i) yer ‘ pe! 


ence on regular or complicated watches 
rood reference Him er perce tage 
VA Vanktten i? Hiasbrouck Bt Vey 
burgh, N y 

ENGRAVER 28 year eraperienc: flat 
vare. hollowware and general jewel 
engraving, desires positior th Letter 
lass retali estore Addre ii EDI 


eare of JC-K 


MANAGER and wife ' ii . ce rrippiete 


charge ot jewel ' ‘ experienced 
Ali department Ain SEimiiii 
chain store: \ddress if i9 re 
of JC-RK 
iewi LEK 12 yeal expe rice : if 

num, gold: can do tlgnt pec rdet 
and repairing Wishes positi any 
where $2 per hour Lddare ine 
f J¢’-K 


‘ apable pret 
twenty years all phases fine 


RETAIL jewelry salesman 


sonable 


jewelry registered jeweler A.ti.Ss ‘" 
years of age \ddrens it ivic care 
of JC-K 


WATCHMAKRKER smalesman clock and 
jewelry repairmasl best of reterencesr 
B.T.8. graduat i> years experience 
honest reiiable, mother gikewl estimator! 
Address ‘“L)., 1855 eare of JIC-K 


WANTEI): exclusive diamond ring iine 
semi-mounted included: key cities only 
New York, New Pngiand, Penneyivania 
(his aaiary eX perme pilus TVVU TEPER eT 
Address ‘S 1898 care of J (+k 


WATCHMAKER. whe does ririe work, 
seeks position where fine workmanship 
is required ove : ,ent f eapert 
ence excellent references \addresa _ 
1899." care of J (-K 


WATCHMAKRER Io Vem 


Si Pierre 


finest referen«s i) years old | married 
go anywhers ria? ot minisesion 
former ¢ mpiovel wrenrie cetit if retemirie 
Address Ht 1s Care of ; f In 


STOCK control cler! : ea©re expert 
ence int waten i ,elghing roid 
Ki owledwm Of mety typi metropeoti 
fan area-lirons Achar 15 care of 
yf hy 

CRRTIPIE ID haste watchmakel 
| HA.A. graduats leminre position in 
Lose Angeles aren yeeetele t managing 
store eracetient references including 
credit Lolcire . | J ou ate 1 
ieee 

Ptot Nts Man with & ent wilit@ expert 
ence in Beek INE pe ithe Vth reputadic 
oncern unmarried rma Villiine@2 ta 
(rave preie at) .oy ri and sult 
rounding ate Valadre "ih 1866, 
care of Jt--iK 

VERCHANDIBECIL: nationa smoquainted 
weeks diamond nounting t vedainp 
ring lines to wholesaler , a leas 

Pride mor, @xin ‘ rriartive ' eferetl 
table ' ‘aire “f) tre yf 
} (eK 

hose PVH HUNT willing | , drive 
car, heip Keep hoor ryth Th ° rt ‘ 
lect and sell diamonds du 4) Peevtat 
P4000 reputable creme berntiont lé ity 
personable mature eterna ‘ \\ ite 
nhali bioad Lita ‘\ ; 

WATCHMAKEN desire prevmeit n On 
enna a Went Virginia how nan 
graduate 20 years experienc arried 
i) years old: presentiy employed, good 
references 7 ‘ Pil charge Aad 
cine | ’ care f ue in 

ViA Atittit mdiiy ' ein ‘ ot a ery 
attriftpute tanned retail redit of 
eration meri itionn i7 ! engineering 
year round dintmnona j tres " 
department ,ddre ‘4 care 
of J€«1 

LITA AIOINID eapert hig? ek peri cod 
ooRe® good ind mounting jeweiry ref 
erTrencern ri ' ' ié ires rivie 
tigen ix cian ried rytive sseartet 
lieweiry our Aceare ’ are ot 
J t’«h 
L,IL_LEBRMA et r ith. doing large 
csi tarrie vith ieweill ietue and myer imity 
tores : experienced in fine jewelr and 

ture eek ine wv aMillatior with 
ton house on Addins i} 1o16 Care 
fjceK 
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SITUATIONS WANTED—< ontinued 


DILAMUNID) aasorter, diversified « xperience, 


expert selector and examiner for mount- 
ings excellent references, versatile 
adaptable, desires opportunity with rep 
viable jewelry concern, Address “158,” 


re of ds (-K 


‘SALMBAMAN 
desires change territory covered, met 
ropotitan New York, twng teiand, Vela 
ware, Maryland and Dietrict of Colum 
bin established line only considered 


Address “165 care of JC-1 


better jewelry eaperience 


AUGHINSBIVE diamond salesman, to rep 
resent diamond cutters, importers 
handing general line of loose goods 
selling to jewelry manufacturers, job 

bers, retail stores. Address 161,’ care 

} (°K 


MANAGER salesman 4} married, 156 
years in all phases legitimate jewelry 
credit store operation, seeks permaennt 
afmfiliation will relocate finest refer 
ences: reliable and aggressive. Address 
‘_ 1904," care of J CK 


BOOKKEEPER, accountant, 42. busi- 
ness administration degree; quali- 
fied in financial, stock control and 
tax matters; would assist merchan- 
diser in medium or small business. 


Address “A., 1930,” care of JC-K. 


ENGKAVICR ; experienced and highly effi 
cient in all branches desires permanent 
position with jewelry or department 
store or manufacturer prefer to locate 
int southern California or Arizona: heat 
of references Address ‘*W is7 7.” care 
of JOK 


WATCHMAKER: settled family man: 12 
ears experience, desires permanent 
position with leading and long estab. 
liehed store: Florida preferred but will 
accept any good opportunity in the south 
or southiweet resume on requent Ad 
dress “C.. 1887." care of JI C.K 


WATCHMAKER, estimator SHiesman, 30 
yeare experience permanent position 
with highest type jewelry store: master 
erafteman all type: watches finest 
references; Little Rock, Hot Springs. 
Arkanene, territors Address "154." care 
of ICK 


ENURAVER, 11 years’ experience, at 
present employed can offer absolute 
ion referencenr ‘* years of age and 
Tamiy Man; #eeking location in fine re 
inti store In south or southwest area : 
interested only in permanent position 
L\cddres “> i771," care J C-K 


yal i; woman attractive alert, eon 
clentious and honorabl with several 
yenrer ek berience in every facet of credit 
retall jewetry business not borax pre 
ferabiy metropolitan area at present: 
rerferetices chiles tas care of 


; t'K 


WANTR employment in Miami, Pla.: re 
tiring jeweler. eneraver diamond set 
ter give me A& proporition “A lesTNAN 

in e.v% ewelry and 
watenh repairing: can fill out on bench 
work f needed \ddres: (° 1867,’ 


entiinates ceti 


CALAFORNIA; itneomparabie retail ex 
perience, sales-building record with top 
New York and California independent, 
chain, major department stores; buying, 
promotion, manageria! diamonds, 
watches, jeweiry. Charlies Hynes, 57 

Bouth Bonnie Krae, Los Angeles 5 


oe 
‘ 


MANAGER experienced jeweler and 
watchmaker ; all phases retail business, 
would like to purchase good store from 
one who is anticipating retiring will 
manage and pay pure hase price out of 
store earnings: wire or write. Address 


“H.. 1882 care of J CK 


Dt, to owners sudden death, married 
man, 2% years experience in buying & 
selling in all departments, seeks pos! 
(ion as Manager or asset manager in 
fine jewelry store: can furnish excellent 
references available after April ist 
Address “W 1903." eare of J C-K 


MANAGIEH, over 20 years’ experience in 
the credit jewelry business: executive, 
top sales ability, full training and 
knowledge of buying, advertising, dis 
play, merchandising, selling, Tedits, 
collections and promotion, prefer mid 
die west: salary $200.00 week. Address 
“P.. 1894," care of J C-K 


PRODUCTION; manufacturing e¢x- 
perience in gold jewelry; can han- 
die all details in production from 
start to finish, including figuring 
cout of goods; many years of ex- 
perience and —— seeks connec. 
tion with New York manufacturer. 


Address “164.” care of JC-K. 


WATCHMAKER wants permanent posi- 
tion with highest type cash, jewelry 
store: liong years of unusual experi- 
ence; capable, especially on Patek Phil- 
lippe, Le Coultre and al! other finer 
grades: excellent references: customer 
contacts not desired salary $125 weekly 
ae Address “F., 288%," care of 


YOUNG salesman; & years experience, 
thorough knowledge Swiss watches, 
jewelry, ete.; fluent knowledge French 
and other languages; dependable, neat 

appearance, excellent references; de 
ives position with fine retail store or 

watch importers; willing to travel east 

ern seaboard own car Address “S., 

19235," care of J C-K 


we 


JEWELER & setter combination man now 
employed by finest manufacturer in Cin 
cinnatl, Ohio; special order work and 
setting of any kind; better workmanship 
than average manufacturer ; desires job 
in south with large retailer or one will- 
ing to go into manufacturing on percent- 
age basiae: family man, reliable, honest 


Address "“M.. 186 are of J (-K 


LODUCTION, buyer, saleswoman ex 
1 rienced in production of wedding rings 
and ladies ring mountings; buying of 
ladies’ solitaire and wedding mountings 
merchandising: setting, resetting jobs 
engraving, et all office routine: sales 
manship; can handle order from incep 
tion to finished product. Address “156,” 
eare of J CK 


IEWELER, European trained crafteman, 
18 years’ experience manufacturing and 
diamond setting, capable creating de 
siene and executing work in all detatis 
in platinum and gold, capable supervis- 
ing and training men, have tools and 
machirery : age 37, married; desire to 
relocate references will atteet to my 
ability and reliability. Address “H., 
1845." eare of J C-R 


BUYER, manager, early thirties, Cesires 
A-1l connection with firm of reputation 
presentiy employed as complete head 
in chain operation have thorough 
knowledge of merchandising, sales, 
credits, display, advertising, promotion 
and sales supervision: will consider de 
partment store or chain operation; pre 
fer eastern seaboard Lddress “‘!’ 
1766," care J ¢ 


(“ReEDIT jewelry #xzecutive xe eptiona!l 
record supervisor, genera! manager 
vucceseful knowledge advertising, 
promotion, merchandising, window 
plays, training personnel 
background ; presently employed 
able record of increasing diamond vol 
ume seeks challenging opportunity 
energetic, active, inspiring prefers 
chain operation splendid references 
Address “R., 1892 care of J (-K 


MANAGER salesman, married, age 44, 
superior salesman with executive abil 
ity, complete knowledge credit jewelry ; 
undisputed record of sales productivity 
past 10 years, promotions, windows 
volume at a profit; strong New York 
and midwest background currently 
managing store in northern Calif. do- 
ing in excess of $200,000 per year 
present income $9,000 yearly; will re 
locate Address ‘B., 1846," care of 
J CK 


YOUNG man, 36, married, desires employ- 
ment with retail jeweler, preferably 
located in New Jersey or eastern Penn- 
syivania with purpose of eventually 
buying into the business or purchasing 
it outright; has 12 years’ administrative 
experience in the jewelry manufacturing 
field, experience includes inventory con- 
trol, expediting, correspondence, super 
vising, catalog layout, advertising, ac 
eounting, selling and purchasing. Ad 
dress “P., 1861," care of C-K 


nanan facta 
Lines Wanted 


PRESTIGE diamond ring line wanted; 
every area within 200 miles N. Ze 
unique merchandising innovation merits 
your merchandise attention. Address a 
1860." care of J C-K 


MANUFACTURER'S representative with 
strong jobber following in Wash., D. C., 
Md Penna... Va., desires established 
line of real merit residence in terri 
tory. Address “O. 1850,” care of J C-K 


REPRESENTATIVE better following, 
travel New York, Connecticut, wants 
manufacturers, importers outstanding 
line jewelry novelties, costume, summer 
jewelry intensive active coverage. Ad- 
dress “G., 78,’ care of J C-K 


WEST coast salesmen, California resident 
with well established retail following 
desires attractive 14K wedding ring, 
diamond sets and mountings line; could 
present myself in person for final dis- 
cussion Address “LD 1872." eare of 

(*-K 


“TABLISHED line wanted by man of 
many years’ experience in loose dia 
monds. jewelry, watches, rings, etc. for 
San Francisco and northern California ; 
have following amongst better retal 
jewelers, eredit jewelers prefer short 
but strong line references avalilabie 
Address “S., 1884," care o c. 


THOROUGHLY experienced salesman 
with large. faithful following in New 
England, desires established line; ex 
cellent knowledge of business guaran 
tees increased volume of any line car 
ried: only firme with established ac 
counts need reply. Address “M., 1925,’ 
eare of JI C-K 


Tus Jews tens’ CIRCULAR-KEYSTONE 





1 


4 


-EPRESENTATIVE: large following on 
Pacific Coast and southwest, 18 years’ 
experience } years with Longines 
W ittnauer thorough knowledge dia 
monds, promotions, and retail manage 


ment your opportunity to engage set! 
ces of successful salesman on West 

{( oast \ddress i LAY, care of 
("-K 


IUTSTANDING and experienced 
manufacturers’ representative; have 
large and fine following amongst re- 
tail cash and credit stores in Michi- 
gan, Wisconsin, Illinois, Indiana, 
West Virginia, Ohio and western 
Pennsylvania for large number of 
years; will consider either loose or 
mounted diamonds, mountings, 
wedding rings, stone rings, watches 
or outstanding promotions, Address 
Samuel ©. Perry, 1062 Oakwood St., 
Columbus 6, Ohio. 





Side Lines 


SALESMAN wanted for southern and 


AY L\ILAHLE for 


= 
. 


j 


~ 





FOR APRIL, 1956 


eastern territories to carry national- 
ly advertised quality watch line; see 
display ad on page 187. 


southern salesman 
short diamond set ladies’ gold ring line, 


diamond set watch cases and attach 
rents g00d man can draw against 
Address “W 1916." care 


COMMISSION 
of (*~K 


ALESMICN with good retail following to 
sell ladies’ and men birthstone rings, 
and tie holders in 10K and 14K gold 


Btate territory you are eovering and 
reference: drawing against commission 
\ddress “CC 1940 care Oo J (-K 


EWELEAY salesman, well-known ladies’ 

ring tine with large following of whole- 
sale! * avaliable for good man “(for 
New York and surrounding area: draw 

ing against commission L\ddress WW 
‘| care of J (C'’-K 


\LESMEN wanted to carry a line of 


adies and gents stone rings in 10K 
and 14K gold to the jobbers and large 
chmal stores COMIMiMsiot oasis man 


r (Chicago: also man for Pacific Coast 


\cddrens { 1922 eare of J CK 

L\LESMEN interested in carrying com 
piets or part of costume lewelry and 
religious goods jobber line in Central 
nd Northern California, contact Lenco 
lewelry, Ine 31> W ith St Los An 


"ae (‘alif 


LHIMPNCED salesman to represent 
anufacturer of diamond watches and 

platinum diamond rings 
jewelry draw if qualified 
‘I riaher ¢ ompany 2 WwW i7th Bt NCW 


r) ‘ ‘-y 


itla nents 


cries they 


LNTEND an expertenced Alesiman ths 

anutacturer of i4K gold fancy ring 
inting pin mountings and earring 
untings, for the middle wert line is 
ti} ind compact ive refere 

AL;cldress® 162 eare of J (-K 


rit ee 


ALESMAN interested in carrying com 


piete dot part of Costume ewe iry and 
religious goods jobbers’ line in central 
Contact Lene 


d northern California 
@ weiry ine 315 W 9th “ft L_os An 
eles, Calif 


SALESMAN with 


SALIS territories are 


SALESMEN with established territory 
for popular priced stone rings and 
diamond line: commission: state 
experience, territory and references. 
Schwartz Jewelry Co., Inc., 850 Elk 
Street, Buffalo 10, New York. 


SALESMAN wanted with jobber follow ing 


r eastern territory to represent na 


tionally known gents’ ring manufactur 
eT! embiem, diamond mountings, stone 
ring and eastern estat confidential 
Kaufman Company, formerly Kaufman 
Kassel (6 i134 kim St... Cineinnatl, © 


SALEAMAN with retail store following to 


carry non-conflicting side line of popular 
nationally advertised diamond rings and 
wedding rings: write advising present 
lines, territory covered, references. Ad 
dress Circular 2324, Room 1420, Hey 


worth Bidg., Chicago 2 


SALESMAN with following to carry an 


additional line of established manu- 
facturers emblem jewelry in states 
of Maryland, Virginia, North & 
South Carolina and Georgia. Gran 
and Company, Inc., 546 South Me- 
ridian Street, Indianapolis, Ind. 


SALESMAN with retail following to 


feature complete religious jewelry 
line at competitive prices; 1244 % 
straight commission; territories 
open; Pennsylvania, New York, west 
coast, midwest, and Texas. Address, 
“L., 1836,” eare of J C-K. 


retail jewelry and 
department store following, to carry 
a compact, 10 half tray, line of 
stone rings, zircon rings and wed- 
ding rings; fine opportunity with 
future; commission and bonus. Ad- 


dress “R., 1908,” care of JC-K. 


being’ allioented for 
the representation of 
shavers 


“Tilam electri 
Ktiam is the revolutionary two 
in-one siiaver manufactured in Switzer 
land and warehoused in COhmaha. Nebras 
Ka: please reply to H. G. Shaughnessy 
Division, 2222 Leavenworth 


Ne braska 


Sales 
(omaha 


OPPORTUNITY for salesmen to represent 


quality line of sterling silver hollowware 
ror 43-year-old company territortes 
now opening in the south southweat 


and midwest, Write to King Bilver Com 
par ine. (formerly the Hichard Dime 
ffompany), 72 K St Bouth Hoseton 27 
Mass 
SALESBMEN | ) with non-confik tire iine 
irry a compact line of 10K and 14K 
' ‘ medlatis. locket Carmen brooches 
pendants and neck chats in tates of 
(‘alilfornia bilinots Michigan and en 
ror fast meiling ite iv eom 
ri bet state experience territory coy 
ering Address “l,, 1852," eare of J C-K 
“AlMMM AN = neil establiiahed pitie of 
chest ind cases of silverware to top 


grade jewelers and dept. stores in mid 
western territory covering the following 


tates: Ohio, indiana, Michigan, Illinois 
W isconair Minnesota, lowa and Mis 
sour! straight commission basis write 
giving thorough qualifications. Address 


“*E 1451." eare of J CK 


iIMWELER. able to do 


IeWeLIEH 





TOrRNUOTCH manufacturers stone ring 
line to retall, credit and chain stores 
ready and waiting to go: compact, beau 
tifuliy styled priced right territories 
open Texas and surrounding states 
)- Southeast . Lilinols, Indiana, Onto 

arkdoo urrounding estates: @ive detalis 

firet letter: atrictest confidence. Address 

‘hi 1820 eare of J C-K 


CULTURED pearl 14K jewelry set with 
diamonds; magnificent line beauti- 
fully packaged at popular prices; 
manufacturer wants saleeman with 
non-conflicting line with following 
among retail jewelers, department 
stores, etc.; various territories avail- 
able; drawing account; give full de- 
tails. Address “G., 1937,” care JC-K. 


Hii RE ie a faet selling sideline yg ewe 
t 


for jewelry stores; we have the hottest 
‘teen age’ ateriing friendship ring in 
hich school colors thie patented ring 
will be set up as an exclusive item for 
your customers need salesmen who 
have established jewelry store clientele 
advertising material supplied. Gatnaboro 
of Hoston, 1330 Heacon Bt Brookline 
46, Massachusetts 


WONDERFUL opportunity for man 


covering retail jewelers and depart- 
ment stores with non-conflicting 
line; will represent a well estab- 
lished manufacturer of fine quality, 
priced to sell, ladies’ and gents stone 
rings, cultured pearl rings, zircon 
rings and wedding rings; liberal 
commission plus bonus; state ex- 
perience, territory covered and line 
now carried, Address “R., 1907,” 
care J C-K. 


Help Wanted 


(;Csl.i? eha mnanufacturet readies one 
chainmaker and one leweler Lddress 
. BP &- eare of IT CK 
WANTED A-| jewelet vyho can repall 
and set storm \ddresse “V 1461 care 
of J€°’+h 


store setting fitie 


shop and pieaeant place th work ia 
ire . | is, . rnre of j + hy 

WANTEM ‘ \-l watehmakers bert 
centage basis nly Lddressa ‘"T He 
care of J CK 

hicCWEeLENM [pent iat orde vork in wood 
ind piat steonie setting ideal working 
conditior permanent Vilidweet lewel 
eT bhex pth] (okiahoma tit (ikia 

MiPCORTEM requir woman handle 
nal uperv iee braceletting and boxing 
' sate rie ryetpmt fe eutperis¢ need write 
. rit ay fletat Lddress VW 1a 
sfe ‘ j ' hk 

iheVW bet! ; iT pene in} sory and perce Ue 


place to work, give informa 
thet in etal atnate married or singie 
experienc and where in the peet err 

Lciire -. Ria care of Jf a 


iret «iA ipabic Of tanking 
wonderful opportunity 
informa 

pa74 


cnareae ot aris t 

Capatie man vive full 

tion in tiret .1ddres ~ 
' 


ore ; . I. 


letter 


(f'ontimued on page Ze) 





(Continued from page 207) 


HELP WANTED—Continued 


STORE manager for new small type store 
being opened in (nw ‘an He Manager 
CoO-OW ned min and enare iti profits 
experienced only considered. Address 
“— 1862 care of J ¢ 


BALEBMEN wanted by manufacturer of 
jewelry displays; excellent territories 
available top commission all replies 
confidential Address ‘i’ 1902," care 
Jd UK 


K 


SALESMAN to manage a home owned 
eredit jewelry store in northern W. 
Va.; state age, history for past eight 
years and references in firet letter. 


Address “L,, 1881,” care of JC-K. 


SALESMAN to represent well known 
manufacturer of sterling hollowware 
and novelties; fast turnover; cata- 
logue; commission basis. Address, 


“E., 1901,” eare of JC-K, 


RALMAMEN, experienced caliing on job 
bers, chain department stores and 
iare@e Users of lighter commission 
Hiei State territory covered Pacific 
import Co liv 149 Fifth Ave New 
York Clty 


W AT? HiMAKI it ‘ Kperienced ‘ nootl 
eraduate for steady position with jewel 
ry store in Weetern Maseachusetts state 
Hee, ea perietics mtie emia’ expected 

‘ 


M y Lockwood a i) lr (jreat bat 
ington. Ma 


SALEMMA aeeressive experienced ip 
nil TU of retali credit store opera 
tion, permanent, good opportunity for 
man of initiative state qualifications 
and eaiary ,oyV York € ity \ddresas 
"hh :. iy ; Jf Is 


(iAnM HK and watch NHiG@miiet with retail 
ro.owing watted lnporter of popula 
priced ii jewel Bwis vatch line and 
Cloekh tine travel mr (teem) musical 
CuCcKOO in 6«dAa midat weet and 
Texas, Address "Hi 2 ord (eK 


INTHHRCHANOGBAHRLE Le Yourself 
jewelry, bracelets, earring: hecKliaces, 
Curt links, ets for 12 changeatt« colored 
mtaone mounts you deo it yourself 
franchise territort AVAMLIADI« Acide 

6B., 1906," oare of JI C-K 


A MANUFACTURING jeweler ia inte 
@ated ivi it Aun lenman te) represent his 
product in Alabama and surrounding 
ntnte: ‘tt quk b Belling line atrlet 
Coin eaeion hae Addres : ia) 
care of (*~M 


MKACLUBIVE ladk Hoxed jewelry line 
Avaliable July tet benmutifully boxed 
priced right: commission 12%: all terri 
tories open exeept N. C and BR. ¢ Write 
ss & it lDjlatributore 220 W est th 
msireet, ( hariotte 2. N. ft 


WATCHMAKER, experienced: five das 
Week iden! working conditions in 
Northern Ohio city permanent job 
bite Age ek perietice¢ Airy expected, 
im firet letter Acicire Mm., 2166 care 
of j i In 


SALESMAN, to retail credit and chains, 
revolutionary appliance, 3 time 
markup guaranteed; an amazing ac- 
count opener; 15%; top notch man 
only; several territories open. Ad- 
dress “G., 1936,” eare of JC-K. 
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SALESMAN for established mountain 
states territory; represent nationally 
known prestige watch manufacturer ; 
state full particulars; replies confi- 
‘cx Address “Hi, 1855,” care of 


SALESMEN, calling on southern pawn 
shops, to sell guitars, musical in- 
struments, amplifiers, strings, har- 
monicas, etc. Bugeleisen & Jacob- 
son, Inc., 5 Union Square, New 
York 3, N. Y. ALgonquin 5-6433. 


WATCH salesmen; territories open for 
men with sales experience and good 
following amongst retail jewelers 
drawing against commission; all replies 
will be held in strictest confidence 
(‘roton Watch Co., Ine., 404 Fourth 
Ave., New York 16, N. ¥ 


BILVER saleamen all territories new 
organization presents old, outstanding 
quality line of eteriing silver and e.p.n.« 
reproductions, produced in Sheffield, 
Mngiand; some promotional itnerchan 
dise: protected territories; good com 
mission. Write “C., 1925," care of J C-K 


BALESBMEN, manager trainees and man 
agers wanted by jewelry chain with 
stores in major Virginia cities; oppor 
tunities unlimited write atating name 
age, experience, references, characte! 
and business, Address “L., 1924, care of 
J ('+K 


> 


SALESMEN wanted to represent manu 
facturer of outstanding popular priced 
line of ladies white gold watch cases 
and attachments for diamonds either 
effet or Wert comat territory romimnis 
sion basis: write wiving detatis. Addr 
"167." care of J C-K 


SALESMAN: America’s finest § best 
known line of Searab jewelry, dise 
jewelry and money clips; Pennsyl- 
vania, New Jersey, New York, Ohio 
and Indiana; established accounts; 
drawing. Admark, 714 Sansom St.., 
Philadelphia 6, Pa. 


ASSISTANT manager for modern 
eredit store in Cortland, New York, 
35 miles south of Syracuse; must be 
experienced and desire opportunity 
for advancement. Write in confi- 
dence to E. Freed, Alpert’s Jewelers, 


Elmira, New York. 


SALESMEN:;: one for southwest and 
one for southeast; best known and 
most comprehensive line of scarab 
jewelry, dise jewelry, identification 
bracelets and money clips; drawing 
account. Admark, 714 Sansom St., 


Philadelphia 6, Pa. 


WATCHMAK is able to do simple le wile 
ry repairing and/or engraving ; perma 
nent south Florida comet cits idea! 
climate and working conditions atate 
full particulare and qualifications er 
aaael history and sa iar’s @ X& per ee if} 
firat letter. Address “Ti, 1865 care of 
J C-RK 


SALESMAN to carry an established ma 
ufacture line of fine hand set rihiin 
stone and pearl jeweiry with following 
in better jewelry, specialty and dept 
stores: territory open Chicago & Vicin 
ity: give full details in first letter 
hneoore Jewelry Co., 36 Maet 2ird Street, 
New York 10, N, ¥ 


WANTED: combination jeweiry repatr- 
man, diamond setter and engraver for 
one of northwest Fiorida’s finest stores 

good working conditions give refer- 
ences, experience and state salary 
wanted in firet letter replies strictly 
confidentia! Nickelson Jewelry Con 

pany, Pensacola, Florida 


TWO salesmen wanted one to cover (Ca 
fornia and west coast territory, one for 
Chicago and midwestern area: old e: 
tablished fine gold jewelry manufac 
turing firn complete line of ladi« 
and gent’s jewelry selling to whole- 
salers, iarge chains and top retalil out 
fitea: nationally advertised merchandis« 
Address “N., 1848." care of J ©-K 


MANUFACTURER wants salesmen, re- 
tail following for compact sideline 
of hand engraved, two tone, ster!l- 
ing silver tiebar and cuffs; priced 
for volume sales, packaged to per- 
fection; all territories open except 
New York, New Jersey; 10% com- 
mission. Address “B., 1914,” care 


of JC-K. 


WATCHMAKERS and department i 
agers openings in leased watch and 
jewelry repair departments in leading 
department store throughout countr) 
old established company seekine ny 
men interested in permanent position 
excellent working conditions; high pay 
state age experien People’s Watch 
cepau (Company AL ' mt 


Toledo, Onie 


SULitriziii 


WATCHMAKERS and department 
Age Opening ini | assed watch anda 
weweiry repail departments in leading 
department stores throughout countr: 
old established company eek ing oni 
men interestcd in permanent positior 
cellent working conditions: high pay 
age, experienc: Veoptl Watecl 
f 


hiepalr (Cfompany 120 Surnmit s 


Toledo. Ohio 


CREDIT manager with jewelry back- 
ground and thorough knowledge 
and ability in passing and collecting 
credit accounts; good future in large 
volume independently owned west 
Texas store ready for further ex- 
pansion; income commensurate with 
ability; write complete information 
to be held in strict confidence. Ad- 
dress “M., 1929.” care JC-R. 


SALESMEN nationally known diamond 
ring house adding to our sales organiza 
tion: have open territories New England 
states outh and middie wert; men 
with established retail jewelry store 
following need apps $10,000 drawing 


account against commission mive «ds 


tailed antecedents ii first letter : sul 


men know of thie ad all information 
kept in atrict confidencs Address ‘“it., 
1883." care of J (-K 


‘ATCH SALESMEN experienced hav- 
ing called on fine jeweler with watch 
or kindred line; have superior qual- 
ity watch made in our own Swiss 
factory, distributed under unique 
plan accepted with enthusiasm by 
class jeweler; substantial drawing 
against liberal commission; oppor- 
tunity to grow with progressive ex- 
panding organization; replies con- 
fidential; our men aware of this ad. 


Address, “F., 115." eare J C-R. 


THE JEWELERS’ (CIRCULAR-KEYSTONE 





JEWELEY salesmen, retail following. sell 
Vari-iem, one of the hottest ideas in 
jeweiry store merchandise ; it is the only 
gold stone ring line where retailer him- 
self can interchange and securely reset 
a variety of birthstones and onyx stones 


in @ Vari-Gem ring in 60 seconds: 
compact line, excellent commission: 
territories open Texas Oklahoma, 


Michigan northern 
Washington, D. C 


Louisiana, 
Maryland, 


{ ihio, 
. Virginia 


and southern half of West Virginia: 
protected territories supply references 
and experience confidential! David 
l’feffer ("4 . Ire 106 ke uiton sft New 


York, N. Y. 


WANTED — salesman for midwest: 
Ohio, Missouri, Colorado, lowa. Ne- 
braska, Minnesota, Wisconsin and 
Illinois; a 25 year old firm manu- 
facturing company, with hundreds 
of active accounts in the midwest 
desires an experienced salesman who 
has a good following, to sell a qual- 
ity line of gold and platinum ring 
mountings; territory open due to 
retirement of present representative 
who was with us for 8 years; no ob- 
jection to non-conflicting lines; this 
is a good position for the right man; 
write in confidence to: Metro Jew- 
elry Corp., 21 West 46th Street, 
New York 36, N. Y. 


LARGE southern credit jewelry chain is 


interested in employing an advertising 
director: this is a newly created execu- 
tive position, calling for a man who 
thoroughly understands every phase of 
the newspaper and direct mall adver- 
tising requirements for a progressive, 
promotional minded credit lewelry 
chain we are not seeking an artist 
if you are an experienced executive, 
such as a credit jewelry store manager, 
we would like to receive your applica 
tion; starting salary $10,000 a year 
plue many other company benefite: our 
employees know of this ad all replies 
will be held in strictest confidence 
send complete resume of your personal 


history and business experience with a 
recent photo L\ddress “J., 18924," care 
of J C-K 


For Sale 


Steres, Stecks and Businesses 





FOR SALE quality jewelry store 40 
years in business reason for selling, 
death of owner: 100 location, Milford. 
Del. Address “B., 1853," care J ©-K 

FOR an le engravine hop <<) Call 
fornia twelve Venu! present location 
beast accounts go0d caeh business Ad 
dress “M LSRS care rf J ('-K 

CREDIT jewelry stores (23) well estab 
lished excelient cities upper midwest 


disposing small chain: ae unit or 
Address “G., 1933," care of J C-K 


inie@iy 


CENTRAL New York State. modern es 
tablished. ony jeweiry tore in fust 
growing town of SOU l\00@ location: 
good reason for elling reasonable 


Address “Il)., 1854 car. of J ¢ 


CAPE Cod modern jewelry tore and 
watch repair business, good stock and 
ixtures, one man operation. center of 
resort area. Write Hox 494, Dennisport, 
Mass 

OWNER and founder of Florida's oldeat 
wholesale jewelry and watchmaker 
supply firm wishes to retire chance of 
a lifetime; no reasonable offer refused 
Address “F., 1939." care of J (-K 

FOR sale small town modern jewelry 
utore, central Illiimolis; very clean: e) 
celient repair dept high turnover 

Adare 


pri ed to geil: other interest 
G., 18 -K. 


80.” care of J ¢ 


FOR APRIL, 1956 


~ 


JEWELEY doing good business, 
little credit, complete fixtures, watch re- 


store 


pair, good reputation \labama city, 
rent $125, price $7,750. Apple Company, 
trokers, Cleveland 15, (nhio 

CENTRAL Florida population 6,000; 
modern fixtures clean stock iow ine 
ventory at present; credit stor: under 
$15.000: reason for selling, owner de 
censed Address “« i84;,’ care of 

(*-K 

NORTHERN New York modern credit 
lewelr’ stor: established 20 years 
great potential with St. Lawrence s#ea 
way no inventory excetiient location 
and lease have good reason to sel! 
Address “F.. 1752," care of J C-R. 

FOR sale: old established jewelry store in 
fast growing city of 12,000 population 
in Sacramento Valley retiring from 
business after 40 years a good buy; 
can be purchased with down payment 
Address “P., 191 care of J (-K 

INSIDE and outside jewelry operation 


for saie;: $400,000 yearly volume aouth 
ern California includes Lon mixture 
accounts receivable. lemme if chain 


store operator, no cash required Ad 
dress “S., 1787," care of J (-h 
OWNER retiring lewelry store estab- 
lished 18 years, town of 3000; large 
drawing area good franchises and 
reputation low rent, air conditioned ; 


nee 


_ 


a watchmaker's opportunity app. $6&,- 
500. C. RR. Lytie, Leesburg, Va 
IEWELEY store, approximately 60 miles 


from N. ¥ (" in northern Westchester 


fully stocked will iower inventory to 
plemme custome! population «rowing 
very rapidly A;,idress K., 1879," care 
of J (-K 

JEWELAY store established 10 yer! 
outhern town 0 population top 
franchises inventory approximately 
$12,500 Can reduce deal for watch 
maker Addre N Luis care of 
J C-K 

TOR sale: modern jewelry tore and wift 
shop in northeastern Hradford (County, 
Venna about $§5.000 tock and 
tures; any term lear reason, doctors 
orders Addre VI 1 ze ears of 
J O-K 

"‘LUGRIDA watch repair shop, $1.200 cash 
good location ow rent ome tim K, 
fixtures, plenty repair trade Yell estab- 
lished, owner retiring Write (‘ocoa 
Watch Repatr Shop »09 Delannoy 
Avenue, (Cocoa riorida 

OR sale iong established wholesale, re- 
tall jewelry busine in downtown De- 
troit office building in sare location 
i) years tol lense and fixtures: 
established clientele owner retiring; 
write A J (“utler iO8 Metropolitan 
Mid@g., Detroit 26, Michigan 

STABLISHED instalment jewelry etore 
near new General Motors biggest body 
and (Chevrolet assembly plant: will seil 
all or one-half interest to capable man- 
ager; part cash, balance can be paid 
from profits Address “?P 1863, care 
of J C-K. 

‘REDDIT jewelers in southern California, 


established over a quarter of a century, 


doing in excess of three hundred thou- 
sand: profitabl operation, excellent 
ong term iease, have diversified prop- 
erty interests and wieh to retire Ad- 
dress “A 1905." care of J C-K 
‘ORTHERN California jewelry store: 
corner ication college town: large 
lumber and dairy industry reasonable 
lei Be clean stock recently redecor- 
ated ijeal for good watchmaker: in- 
ventory T >,” 


$11,000. Addresa “T., 1866," 
J C-K. 


Care of 





JEWELRY STORE, established 46 
years, modern fixtures, air condi- 
tioned, 100% location in Chicago, 
$10,000 inventory, excellent § ac- 
counts receivable, $3,000 will han- 
dle to right party. Address Circular 
#325. Room 1420, Heyworth Bldg., 
Chicago 2. 


JEWELEY store Chicago rare oppor 
tunity best offer, under $6,500 takes 
all remaining stock, repair materia! 
fixtures and equipment; established 34 
years , excellent reputation 16 ft. front 
at good tranefer corner cash store 
volume $53,000, repairs $16,000. Vogels 
Jeweiry, 801 E 19th Vincennes 
6-7 094. 


sf 


MANUPACTURING shop and retall show 
rooms best corner in Beverly Hilla, 
(‘alifornia; brand new apacious, fully 
equipped good lease, percentage 
ell for $25,000, worth more; merchan 
dise optional consists of diamond, 
platinum and 14K pleces latest crea 
Lions manufacturing coat $20,000 Ad 
dreas “Z., 1869," « of J CR 


neo 


are 


establiahed 886 anid 
same family since, ciean 
up to date grossing $20, 
with good watch repair 
business priced to sell immediately 
information and free pictures matier 
no obligation whatsoever on your part 
; (‘ontinental, 804 Grand, Kansas 


‘ 6152 
City, Missouri! 


IEWELEAY 
has been in 
modern and 
000 annually 


atore 


ESTABLISHED 1868; good lease; low 
rent; ideal location; good repair 
business; air conditioned; annual 
volume 875.000 to $100,000; city of 
50,000; draws from very large rural 
area: owner wishes to retire; this i 
not for auctioneers sharp «pera- 
tions; Taylor's Jewelry Store, 115 


Park Ave., Plainfield, N. J. 


NATIONALLY 
turing company, 


known jewelry manufac 
centrally iocated, for 
eanle;: owner wants to retire manuf me 
turers of platinum and gold jewelry 
masonic rings, wedding rings, and en 
graved wedding rings. complete moder 


casting department epecializes in ape 
clal order work, also repair work and 
setting work Address “B.. 1721," eare 
of J © 


JEWELRY STORE did $70,000 last 
year in growing California city of 
30,000 population; this is city’s fine 
store with 5 sterling lines of Hamil- 
ton, Omega, Longines, etc. plus good 
diamond and repair business; will 
easily do more volume, cash & cred- 
it; good lease at $150.00 mo. flat; 
price $44,000 including inventory, 
fixtures, clean receivables, customer 
lists, everything; owner wants walk 
away deal; only qualified prospects 
apply, please. Address “Ri, 56” 
eare of JC-K. 


For Sale 


feels, Equipments 


EZY rede magnifiers and readers offer 
you fine extra sales and profits to 
your trade; why not send for our 
new 1956 complete magnifier cata- 
log today; Apex Specialties Com- 
pany, Providence 4, KK. 1, 


(Continued on page 710) 





(Continued from page 209) 


FOR SALE-—4 ontinued 


NEW HEUMESB engraver, like new 
plastic and metal cutters, large an 
email arms, cup and platters, holders: 
$150.00 New Hermes ring engraver 
for ingide of rings, $150.00. Magnus 
Vritze, Hoom 4, 21% Maiden Lane, Al- 
bany 7, New York 


—————_—— 
Business Opportunities 


EVEKHY BFPFORT ia made by The Jewel 
ere Utroular-Keystone to keep ita ad- 
vertiaing columns clean Advertisers 
under Husiness Opportunities, etc., must 
furmiah trade references Announce- 
menta must passe the atrict censorahip 
requirements of The Jewelers Ciroular- 
Keystone. 


CORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


JEWELRY —— China — Objects D’art; 
Auction service. See page 160, 
Thomas J. Faussett, Howell, Mich. 


ANTHONY J. GREGORY. Auctioneer. 
6748 No. Ashland. Br. 4-7303, Chi- 
eago 26, Ill, 


LMADING jeweler in heart of downtown 
Newark, N. J., i# interested in grant- 
ingg & concession on his premises for a 
hina and erystal dept percentag: 
baeia. Address “G., 1944." care of JI C-K 


RAISE cash immediately through a 
dignified auction sale, Colmes & 
Brill, auctioneers and appraisers, 
45 W. 45th St.. New York: see our 
display ad page 1835. 


MAMUERL IBOW pays highest cash price 
for complete jewelry stores or surplus 
stock; get my offer before selling, it is 
to your advantage bank and trade 
references. Write 54 Lispenard St., New 
York. Telephone Canal 6-5245 


CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar write, 
wire or phone BR. A. Zanone & Co., 
Si Madison Bidge., Suite 701-2-3, 
Memphis, Tenn. Phone 5-0660, 


COLMES BROS. cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 3353, 18 Tre- 
mont St.. Boston, Maes. 


PAWN shop for sale in Los Angeles, 
Calif.; due to illness, am compelled 
to sell this profitable business es- 
tablished over 45 years in same loca- 
3x7 Address “R., 1921,” care of 
JOR. 


SAMUEL GANSBRURG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash : my direct outiet en- 
ables me to pay you higher prices: bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-6928. 
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| AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going or going-out- 
of-business; not interested in any 
eredit stores; I have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
31 W. 47th St... Suite 901, New 
York, N. Y. 


DO you need cash? Examine our 
guaranice sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in a last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL 7-4693; 
See page 117 for additional details. 


WILSON Sales System; sale manage- 
ment specialists since 1919; if you 
are thinking about a sale to raise 
cash, remodel or retire, etc., then 
you owe it to yourself and your cus- 
tomers to investigate our methods 
and reputation; our quality services 
have been used and endorsed by 
over 1500 jewelers; we are recom- 
mended by the top manufacturers, 
wholesalers and representatives in 
the industry; write, wire or phone 
Longacre 5-7388, Empire Siate 
Bldg., 350 Fifth Avenue, New York 
1, New York. 


een cman a 
W anted to Purchase 


$88 WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References; 
Dun & Bradstreet, tne., Houston 
National Bank, Leo Frank Jewelry 
Co., 6078-9 Chronicle Bldg... Hous- 


ton, Texas, 


We pay cash; send us your surplus 
jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknow!l- 
edgement of your shipment same 
day by phone; our check to you 
within 24 hours. R. A. Zanone Co., 
81 Madison Bidg., Suite 701-2-5, 
Memphis, Tenn. References; Union 
Planters Bank, Memphis, Tenn. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 





and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 


Watch Work, etc., for 
the Trade 


EXPERT watch repairing for the trade; 
Watchmaster timed: work guaranteed, 
reasonable prices, quick service on all 
type watches Irwin Farber, 5620 
(Cadillac Ave., Baltimore 7, Md 


COMPLICATED and plain watch repair- 
ing: chronograph cleaning, $8; watches 
timed on Watchmaster, one week's ser- 
vice. Felder’s, 1173 52nd St., Brookiyn 
19, N. ¥. Gedney 6-5300. 


QUALITY watch repairing is our spe- 
cialty; rated concerns find our ser- 
vice most satisfactory; we welcome 
your inquiries. Oscar Aron, 62 W. 


47th St., New York, N. Y. 


PRECISION watch repairing: year guar- 
antee, cleaning $1.50; cleaning and 
mainepring $2.00; cleaning and balance 
staff $2.25: we pay postage. Precision 
Watch Repair Co., 817 Sixth Ave., 
ae mes 


FINE watch repairing for the trade: all 
work guaranteed for 1 year; 3 to 5 days 
service Watchmaster tested: reason 
able prices I Schierer, Watch- 
maker, 101 8S. Marion St., Oak Park, 
Illinole 


Special Order Work and 
Repairs for the Trade 


ENCRUSTING, engraving, drilling; pre 
clous, semi-precious stones furnished and 
cut: fraternal emblems encrusted ; seals 
engraved: special! orders. Harry Braun 
feld. 108 Fulton St.. New York City 


EXPERT recutting of old miners; dia- 
mond repairing inquiries also solicited 
free estimates Nathansohn-lLipschutz 
(o.. 36 Weat 47th Street, New York 326, 
New York, Judson 2-2688 


Miscellaneous 


RINOCULAR repair service, all makes & 
models, including scopes and barom- 
eters authorized fausch & Lomb, 
Zeiss. Hensoldt, and Kushnell dealer 
Tele-optics, 5514 Lawrence, (Chicago 3°, 
Iilinols. 


EDUCATIONAL film avaliable at no coat; 
the Gold Filled Story: sales technique 
history: product manufacturing; a fine 
film produced to educate your personne! 
i6é mm kodachrome for information 
write Gold Filled Manufacturers, 22° 
Bates Bide., Attleboro. Massachusetts 


WANTED jeweler’s lathe and attach- 
ments; give full particulars ase to age 
and condition also price. Davisson, 742 
Ee Street, San Diego 1, California 


THe JeweLers’ CIRCULAR-KEYSTONE 












a 


Abrahams, Raymond 

Acon Watch Crown Co 
Airborne Medallion Co 
Alleghany Ladium Steel 


(‘orp 


American Telephone & Telegraph Co 


American 
Antin’s see sae — 
Areh Crown Tag, Ine. 
Arien Trophy Co. 
Artcraft Jewelry Co 


Time 


Automatic Chain Co 

Axel Brothers, Ine 54 
B 

taker & ('o., Ine 

Ballou, B. A., & Co., Ine 

Barrows, H. F., Co., Ine 

Baumeold Brothers. Ine 

Beattie Jet Products. Ine 

Becker-Heckman Co 

Bikol Refiners Co 

torel Watch Co 

Borgfeldt (70... Corporation 

Bowman Technical School 

Box “N., 1870" 

Hox at : is7i"’ 

Bradley University 

Mraunfeld, Harry 

rett, Helen, Trade Shows. Ine 

liridal Ring Co., Ine 

Mrogan, Byard F 

Hudiong. Docherty & Armatrone. Ins 

tulova Watch Co i) 


Cc 
(‘apian, Allan 
(‘arl-Art, Ine 
(Casting Supply Hous 
Castleton China Ine 
(harm Craft Corp 
(‘hatham Hesearch Labo 
(‘heaterfield Jewelers. 
(‘hicagwo Printed String ¢ 


Chicago School of Watch 


Church & Co 

Circle Jewelry Products 
(‘lebaer Watch Agency 
(‘oehler, Henry, Co., Ine 
(‘ohn Siemund, ("orp 
(‘ollewe Beal & Crest Co 
Colmes & Brill, Ine 
(‘ooper Jos ei & Sone 


(“ooper’ Watch Repair ¢ 
Copeland & Thompson 

(‘orcoran, I). Stanley rn 
Coro, tne 
(‘ourtneyv 
(‘romwetll 


John J & (4 
International 


{"* 
‘‘roton Watch Co Ine. 
(‘rysier Watch Co 
i*ryveatatl (jiasase Tua oe A 


D 


liate Watch 
Dopavid. i ("s 
DeBReers Consolidated M 
Dennison Manufacturing 
fioskow |[eonore Ine 
Dioulton & Co Ine 


iand C's 


tbeling A Reuse (C's 


hckert Will, & Co 


Mmterna Watch Co. of 
} ifvé ka Mie "sf 


Fantasy of Jewels 
Thomas] 


Watch & 


aussett 
ravre-Leuba 
("6 Ine 
reature Ring Co. 
reimnperg, , 
Felsenfeld, Jack J 
Fisher , 
Fisher, J. M & (6 
Miex-Let Corporation 


POR APRIL, 1956 


Products 


Ine 


ratories 


Ine 


making 


Ine 
"") 
Ire 


Watchband 


f‘viinder C's 


ines, Ltd MA) 


("’ 


America 


(Chronometet 


36 


110 


“lowers of Hawaii 192 
Fondeville & Co., Ine. 190 
Foretner, ine Z1 
Fostoria Clase (“o 139 
Freed, Mdwin . 182 
French Glass Co., Ine 148 
G 
(jemex Corp 26, 2% 
(;,eneral Milectric Co Hiousewares & 
Radio Receiver Div 125 
(;ense Import LAd 147 
(,erwe HMrown Co. ‘ 188 
(;ibson, C. R.. & Co. 114 
(jirard Perregraux 30 
(joldfilled Manufacturers Assn 24, 25 
(;oldsmith Hros., BSmelting & Refin 
ing (Co. 173 
(;Oldstein-Clerson Co... Ine 37 
(joodman, Julius, & Son 106 
(rordon Bros 3 
(,orham, The, Co 6. 48, 128, 129 
(;ranat Mfg. Co RT 
(;reenwold, Harry, Wallienstein-Mayer 
(‘* 188 
(jruen Watch Co oo, 44, 46 
(+; & S Manufacturing Co 184 
(juiness, Louis F 118 
r4 
liagn, Joes Co ; 177 
Hiamilton Wats nh to 1 16a 
liandy & Harman. Ine , 
Hiarman, Martin 18s 
Hiarriton, Jack i79 
liolmes & KMadwarde Inmics Front ¢ ver 
} 
lL tk Wateh Case Co 4 
lmperial Pear! Syndicate, Ime 97 
International Nickel Co a4 
international Silver Co., Inside Front 
& inside Hack Covers 
Irons A iussell €'n oO 
J 
Jacoby -Hender brie it | 
lewelers Buyers Guide 1k 
Jewelers’ Circular-Kevatons 104. 1464 
Jewelry & Cutlery Novelty (Co 1ae 
JIM.S. Jewelry Vie ("s 114 
K 
Kann lL. & M lacohson Hre frie to 
Karlian & Bleicher. Ine F, 
Kastenhuber & Lehrfeld Tree 159 
Keepsake Diamond Rings mm 99 
Kimiler & Daniel In: 152 
King Silver Co Bie 
Kinsles A Sores Tree 18° 
Kupper, Herman ( re TT. 
Kushner d inv Irie : 
L. 
Landers rar’ & (lark liniver i 
Product } : 
Lefton, Cie Zoltan, Imports 13 
Levine, William. Co 
ie ("hiriati« & | ‘ 
Lieber & lLernet 4) 
Lif Varazine 116 
Linde Mtn 9] 
Lindley Ro & Paper Co }4% 
4 rines-Wittnauer Watch Ca i4 
Ly kotf & Wavybur: [re 16 
M 
Maddock & Miller, In: 190 
Marehali. ¢<. EF {oO 162 
Merz, F. O 156 
Mikimoto, K.. & Co., Ltd 104 
VMile«w. Marty, Bales, Ine 16) 


INDEX TO ADVERTISEMENTS 





Mille: Clifford A (‘orp 
Modern Technical Supply Co 
Moed. Theodore 

Monarch Marking System Co 
Morris, Norman M., (‘orp 


N 


National Findings Corp 
National Presto tnduatries 
Newall Manufacturing to 


ine 


ew Hermes, tn 
Niash Refining (to 
Niseman, Gerald 
Nordt, John ©., Co., tm 


Northampton Cutlery Co 


Nve Wim 1 {' 
oO 
Oneida, t ta 
€ buat micie Hack t(’over 123 ia? 
Cipmalite Tree 


PP 


Laacwiates 
hHiorology 


beter VW if 


I’hilacdelphia (‘ollege of 


Pictorial Paper Package Corp 
Pitman & Keele ine 
biesti yenert hy A ‘arti i‘orp 
Fa 
Htmecine biale & (a 
Ptis hheitet bereorie 
tipley & tiowen Cs Ieee 
Rtiobineon, Harnett, tine 
foneon tort 
itivan Viars 
s 
Sa rules f,ere A f #) ire 
psi rernetin miivet "sel ; ‘4 
MNheffield Milve ‘ 
Silverman Pate iMmnterprine 
sirmmon nm. I co 
Migr “& ‘ ‘7 
Mr ifthy A& Mrithy 
Srnit heart ty 
Spain, Maurice, & Bon 
Snector, William & Bidney, in 
Hoectranome Piating to iit 
peepuire Irie 
Srartinre lDiarmnond ting 
‘t+ Paul Fire & Marine tneurance * 
Suraciae Ornamental ¢ Ire 
T 
Tels tre evrile ‘orp 
Te eT A VW elms 1 
U 
f teat leweilr’s PSri¢ 
| ‘ st € Pimms ‘4 iy 
Ww 
Watiach Jewelry Mire. ¢ 
Want Advertisements 20, 
Watchmaker of BRwitgeriand 
Watermat Ven € 0 
W edewood jowiah & Ron tit 
Wefferiing. Berry & to 
Welle Manufacturing to 
Wineon (“hae ine 
VA orn j it A Poerti ii ‘ 
Z 
7otiae Watcn Agency 





107 
188 
182 
Ly 

6 


186 
1kS 
161 

ian 
Li} 

140 
[a4 


1aag 
1hO 


14% 


1% 


lal 
Bl 
“5 


Lag 


oe 


AGL 
; 












































































Ghd Gy Goecluaren 


SUCCESS! 


° This is a magazine of SUCCERS ° it contains material 


about profitable retail promotions, 


That being so, it would then appear quite a simple 


matter to select the material for publication, It would 


be, if it were a simple matter to precisely define the 


words “success” and “profitable.” 

It isnt. 

For example, could a gimmick promotion on dia- 
monds be called a “success,” just because it was “profit- 
able” for the jeweler who put on the deal—even though 
that promotion had misrepresented what the public 
would get? 

Could such a dealer's cash benefits be called a 
“profit,” if his cheap, unscrupulous methods of selling 
had cast a reflection on the exalted position of dia- 
monds 7 

Could the few dollars a jeweler might make by such 
a promotion—or by overpricing a diamond—be called 
“profit,” if these activities undermined public con- 
fidence in all jewelers? 

Can the retailer who employs “cute” methods in 
his merchandising ever be considered a complete busi- 
ness success—even if he makes lots of money? 

If money is the only basis of measure, then the an- 
swer is “Yes,” 

If, however, a jeweler wants to earn his money, 
rather than get it “by any means,” then it would be well 
for him to consider why the public goes for the phony 
offer, 

The reason is that the public believes in the jeweler. 
This, because generations of men of high integrity 
have, as jewelers, been grateful to the public for its 
patronage and have not wrung from their customers 
the very last dollar the trafic would bear. This in 
spite of the fact that their more educated position would 
have enabled them to do so. This very accumulation 
of years of untaken profits is the reserve strength of 
our industry. And anyone who labels himself a jewele: 
is morally obligated to respect this reserve and to add 


to it through his own exemplary business conduct. 

It is from this reserve fund that the “smart operator,” 
out for a fast buck, drains his excessive profits. He 
masquerades as a true jeweler by carrying an ap- 
propriate stock, but he operates in the spirit of the 
carnival and lives off the reputation which honest 
jewelers have built into that honored name. 

Is this success’ Is this earning a profit? Or is it 
merely sapping the reserve fund of our industry?’ All 
rhetorical questions, of course. 

Fortunately, there are relatively few shoddy or dis- 
honest jewelers. 

It is our good fortune to claim as friends literally 
hundreds of leaning-back, honest jewelers whose 
spiritual life merely begins in their churches, temples 
or tabernacles and carries on through the week in their 
stores, 

We all know men like those in our industry. We 
are blessed to have so many who are successful by 
every means of measurement; rich, in personal satis 
faction and the respect of their fellow jewelers. 

In spite of this, there are times when many of us 
have been tried by the sight of a flashing “success,” 
who, through unsavory methods has gotten much gain. 
We are frequently at a loss to explain as anything but 
“chicken,” or false pride, our own reticence to employ 
such methods. 

Maybe 


it is a deep and intelligently founded reason. Perhaps 


But, perhaps there is a better explanation. 


it is inspired by our spiritual judgment which enables 
us to choose the right course to a real and a satisfy- 
ing success. 

This is not to say that virtue is its own reward. We 
do have to have an active business and a margin to 
live, but we must live with ourselves. 

And, “What does it profit a man, if... 


Muytic A Rig. 
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rt UPPORTUNITY DAY tu 


1847 ROGERS BROS. SETS THE STAGE WITH ADVERTISING IN [EES 


Moruer's Day means millions in gilt sales every yeat can mean 
EXTRA silverplate volume for you! 

That's why 1847 Rogers Bros. spearheads your Mother's Day 
promotion with a dramatic, big full-color page in Life magazine, 
reaching most of your customers and prospects. 

Plan now to follow through for this bonus business in top 
profit LBA7 Rogers Bros. sets. 

Your “1847” representative or Approved Wholesale Distributor 
can get tie-in Mother's Day promotion material for you, Contact 


him a8 8oon AS possible, 





APPEARS IN LIFE. APR SSUE 
1847 ROGERS BROS. om" sip utes 


America’s Finest Silverplate * Made only by The International Silver Co., Meriden, Conn 
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The biggest single silverware advertisement 


ever run (a three-page color fold-out) will appear this April 





in the biggest womens magazine—LADIES' HOME JOURNAL— 
showing more than 10,000,000 silverware-minded women 


the sensational new way to buy COMMUNITY... 


’ 


The Community story for '56- 


~ 
a 


the biggest news in silverware! 


P. S. Time your Community® store display and local advertising to 


this big advertisement now ... and watch your sales grow! 


the biggest. fa 


~*~ 


silverware gf ‘¢< 
Cc Oo ivi Mw U | iT Y THE FINEST SILVERPLATE ! advertising ri 
campaign ever y 

directed at 

women! 
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Created in the Design Studios of Oneida Ltd. Silversmiths 


>See page 1|23 for more sales news! 
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